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Executive Summary
The study was conducted with the purpose of exploring the image of Santorini, a 
small Greek island, held by, before and after visit experience, international travellers. 
This research identifies an extensive theoretical framework around the concepts of 
Tourism, and more specifically. Island Destinations; Destination Image and; Travel 
Consumer Behaviour. These will serve as the foundation on which the current 
investigation can be built and the hypotheses developed. A sample of 106, 
international (non-Greek) tourists aged 18 and over, who had been on the island for at 
least two days at the time of the research, was investigated by a questionnaire survey. 
The statistical analysis of the responses generated by the questionnaires was done 
with the employment of SPSS software program and the use of several techniques, 
such as Frequencies, Cross-tabulations, Independent Samples t-tests and Paired 
Samples t-tests. The analysis provided data about the respondent’s demographics and 
psychographics, the factors influencing their destination choice, and finally the pre 
and after visit images the respondents held of Santorini. Overall, there was a higher 
response rate by female visitors; the majority of respondents fell under the two age 
groups of 25-44 and 45-64, were Americans and medium income earners, had 
received high levels of education, hold high working positions and traveled 
independently. Furthermore, the analysis identified that the respondents considered 
the several destination attributes given (local culture, cost of life and travel, e.t.c.) as 
fairly important to their finally destination choice. The perception of these factors was 
found to be affected mostly by respondents’ income, but also age and gender. 
Furthermore, the most popular sources of information as used by the entire group of 
respondents were found to be their friendly environment, travel guides and the
Internet; however, age was found to influence the sources used. On the whole, the 
most popular activities, as answered, came out to be the island’s beaches, 
archaeological/historic sites and the visit to the volcano. Finally, the 5 Hypotheses 
that were tested for the purpose of this research indicated that the image held by 
tourists for the island before their visit was averagely positive, and became even more 
positive after their visit; and that the overall attitudes towards the island constituted of 
their expectations being met and satisfied. The respondents’ age and gender were not 
found to influence the perceptions and views created.
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Introduction
Chapter 1 Introduction
1.1 Introduction
The purpose of this study is to explore the image of Santorini, a small Greek 
island, held by, before and after visit experience, international travellers. In 
addition to that, the study will investigate the correlation of this image to a 
number of the tourists’ personal characteristics, as well as the implication of 
general tourism theoretical frameworks to the specific case study.
1.2 The objectives of this Research
This research project aims to:
Determine demographic and psychographic (lifestyle) characteristics of 
the respondents.
- Identify the critical factors that determine the destination choice of tourists 
during their decision making process.
- Determine the respondents’ perceptions of Santorini’s image, before and 
after their visit, according to their gender.
- Determine and compare the perceptions of the entire samples’ image of 
Santorini before and after their visit.
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- Track tourists’ overall attitudes towards the island, according to the times 
of visit on the island and their way of travel, as well as their pre-visit 
expectations of the island’s facilities, offered activities, etc.
1.3 Santorini as a Case Study
This research will focus on the case of Santorini, a small but very popular Greek 
island. The island attracts large numbers of visitors, especially during the summer 
months, who seek a number of experiences. These are satisfied by the island’s 
variety of activities, ranging from historic and religion sites, conference facilities, 
local cuisine lessons and wine tasting to worldwide uniqueness of scenery and 
architecture. Among other, the aim of the questionnaire survey was to identify the 
most popular, as perceived by the visitors, attributes and attractions of the islands.
1.4 The Outline of this Study
This project will present a number of secondary and primary data gathered 
through an extensive research. The Introduction chapter (Chapter 1) is followed 
by the Literature review, which is separated into two chapters. After the literature 
review, the Methodology (Chapter 4) of the research is presented, followed by the 
Analysis (Chapter 5) of the primary research’s results and finally the Conclusions 
and Recommendations (Chapter 6) about the findings.
The first chapter of the Literature review. Chapter 2, begins by presenting the idea 
of tourism destinations and the usefulness of marketing in the destination 
development. Next, Island Destinations, their definition, their relationship with
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tourism and their development is reviewed, before moving to the introduction of 
Market Segmentation and Destination Image. Destination Image, being the 
essence of this project was looked in detail, first by illustrating destination image 
definitions, then its importance, and finally the types of image and their function 
to the destinations’ overall projection. The final part of this chapter shows the role 
of Consumer Travel Behaviour in the perception of the destinations, according to 
the travellers’ external and internal influential factors and the influence of these 
on the destination choice, as well as the relationship of Travel Behaviour with the 
concept of destination image.
The second part of the literature (Chapter 3) focuses specifically on the island of 
Santorini and its characteristics. The chapter goes through the Geographical and 
Demographic characteristics, the Economic resources. Cultural and Social 
Infrastructure, History of the island; as well as the Attractions and Activities 
offered and the Distribution Channels used by the island’s authorities, the island’s 
Projected image and finally the implications that the Marketing Plan created for 
the South Aegean District will have on Santorini’s tourism development.
Next, the Methodology chapter (Chapter 4), after illustrating a summary of the 
hypotheses tested for the research and their connection to the study’s objectives, 
goes through the research process followed for the gathering of the study’s 
secondary and primary data. Having identified questionnaires as the main primary 
research tool, the detailed analysis of the question parts in terms of contents is 
reviewed. The sampling design steps, followed by the data analysis tools and
- 3 -
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techniques used through the analysis of the primary data are presented, before 
identifying the limiting factors of the data collection.
The fifth chapter. Analysis and Interpretation of findings, presents a statistical 
analysis of the questionnaires. The layout of the analysis followed the layout of 
the questionnaire, starting from the questions examining the personal 
characteristics of the respondents, moving to the analysis of the influential factors 
of the destination decision process and concluding with the analysis of the 
questions that studied the island’s image.
The final chapter of the project, Conclusions and Recommendations, provides a 
discussion of the findings of the whole project and applies these conclusions to a 
managerial perspective. Finally, before the suggestion on further research areas, 
the limitations the research has faced with will be pointed out.
Literature Review
Chapter 2 Literature Review
2.1 Introduction
‘The purpose of this chapter is to present the secondary data that is often referred to as 
“the literature” ’ (Jankowicz, 1991:76); secondary, being data and material gathered by 
other people in the past, made available in a variety of locations and ‘will serve as the 
foundation on which the theoretical framework for the current investigation can be 
built and the hypotheses developed’ (Sekeran, 2003). The literature review will 
constitute of two chapters/parts. The first chapter (Chapter 2) will present a review of 
the theoretical background needed for this research, whereas the second part of the 
literature review (Chapter 3) will present information about the island of Santorini.
In more detail, this chapter of the literature review will look at the general theory of 
Tourism Destinations and the purpose and importance of destination marketing will be 
reviewed, followed by the thorough review of Islands as Tourism Destinations, their 
general characteristics, features and their development. Furthermore, Destination 
Image is going to be of great concern to this report; types of image; its importance for 
destination development and customer satisfaction and its relationship with travel 
behaviour, are some of the issues that are going to be discussed. Finally, the literature 
around the Consumer Travel Behaviour will also be reviewed, with more specific 
focus on the travel consumer analysis and destination choice.
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2.2 Destinations
The terms “origin” and “destination” are widely used in the literature of tourism. 
According to Davidson (1993:8), the word origin is used ‘to describe where tourists 
come from and the word destination to describe the place they are going to’; for 
example ‘the country they intent to spend their trip’ (Davidson, 1993:8).
There have been several approaches to the meaning of “tourism destinations”. 
Goeldner and Ritchie (2003:415) and Buhalis (2000) define a tourism destination, ‘in 
its simplest terms, as a particular geographic region within which the visitors enjoy 
various types of travel experiences’. Formally, the term tourism destination is applied 
to a variety of spatial scales, ranging from a nation or a country; a macro region, 
consisting of several countries (e.g. Europe); a province or state within a country; à 
localised region within a country (e.g. northwest or southeast); a city, town or an island 
and; finally even an individual attraction occupying a few acres (e.g. a national park, a 
historic site or an amusement park) (Buhalis, 2000; Davidson and Maitland, 
1997;Goeldner and Ritchie, 2003; Laws, 1995). A destination however, as Buhalis 
(2000:97) points out ‘may also be interpreted subjectively by consumers, depending on 
their travel itinerary, cultural background, purpose of visit, educational level and past 
experience.
Taking this further, ‘a destination can be regarded as a combination (or even a brand) 
of all products, services and ultimately experiences offered locally’, designed to meet 
the needs of the tourists (Buhalis, 2000:98; Cooper et al, 1998; Haywood et al, 1990; 
Keyser, 2002; Laws, 1995; Middleton, 2001).This combination however, makes
Literature Review
destinations very complex and difficult to manage, as there are both tangible and 
intangible issues to be considered (Buhalis, 2000; Cooper et al, 1998), which will be 
discussed through this review.
In spite the huge variety of destinations and the differentiation between them, Cooper 
et al (1998:102) identified the following ‘common features of most destinations’:
• Destinations are amalgams.
• Destinations are cultural appraisals.
• Destinations are inseparable: that is, tourism is produced where it is consumed.
• Destinations are used not just by tourists but also by many other groups 
(stakeholders).
Although all four common features are important, further attention will be given to the 
components that comprise a destination, as well as the several groups who are vital for 
the efficient ‘planning, development, operation and management of the destination’ 
(stakeholders) (Keyser, 2002:205).
Thus, a destination represents an amalgam, also referred to as the six As framework 
(Buhalis, 2000:98; Cooper et al, 1998; Keyser, 2002; Middleton, 2001), of:
■ Attractions (natural, heritage, purpose built, special events).
■ Accessibility (transportation systems, terminals and vehicles).
■ Amenities (accommodation and catering facilities, other tourist services).
■ Available packages (pre-arranged packages by intermediaries, etc.).
■ Activities (all activities available at the destination for the consumers to do).
■ Ancillary services (services used by tourists: banks, post, hospitals, etc.).
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Furthermore, as mentioned earlier, destinations are used by a variety of different 
groups, termed as stakeholders (Cooper et al, 1998). These groups include any 
individuals, organisations or businesses that might be concerned and involved with the 
growth and development of the destination in question (Keyser, 2002).
Cooper et al (1998:113) briefly identified five (5) types of stakeholders; the indigenous 
people (those who live and work at the destination); the tourists; the tourism industry 
(international organisations-global players and local enterprises-niche players); the 
public sector and finally; other stakeholders, which includes pressure groups, chambers 
of commerce and other power brokers within the local, regional and national 
community. A more detailed catalog can be found in Appendix I.
2.2.1 Destination Marketing
Marketing was shown previously by Cooper et al (1998) to be one of the most 
important and essential elements of the overall tourism planning and development of a 
country/destination. Its purpose is illustrated next, whereas more specific areas of 
destination marketing will be examined during the rest of the report.
2.2.1.1 Purpose of destination marketing
‘Marketing is the process of planning and executing the conception, pricing, promotion 
and distribution of ideas, goods and services to create exchange and satisfy individual 
and organizational objectives’ American Marketing Association (ASA) (Brassington 
and Pettitt, 2000: 5; Gartner, 1996).
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In other words, applying this to the tourism sector, marketing is used in order for the 
tangible and intangible attributes of destinations to be put together and create a special, 
strong brand image for the destination (Buhalis, 2000; Cooper et al, 1998; Laws, 1995; 
Middleton, 2001).
In addition to that, Buhalis (2000), Goelner and Ritchie (2003) refers to destination 
management and marketing as tools that should be used to satisfy needs and wants of 
the destinations’ stakeholders (i.e. tourists, locals, small businesses, etc.). Therefore, as 
a supplement to Cooper et al (1998) views of achievements aimed by the marketing of 
a destination, Buhalis (2000) and Laws (1995) point out the need of management and 
marketing authorities of destinations to take into consideration the long-term 
prosperity of local people, long-run managerial decisions of the destination, as well as 
the sustainable balance between economic benefits and socio-cultural and 
environmental costs.
Finally, Gartner (1996:404) argues that ‘once a decision to pursue tourism as an 
economic development option is made; failure to employ marketing strategies can lead 
to unplanned and uncontrolled consequences’.
2.3 Island Tourism Destinations
The fact that the research of this project is going to focus on a Greek island, Santorini 
has already been discussed. The concept of islands as tourism destinations generates a 
few unique elements, and is therefore going to be examined separately. Lastly, it
Literature Review
should be pointed out that the general characteristics and issues of tourism destinations 
still apply to island destinations (Wing, in Conlin and Baum, 1995).
2.3.1 Defining Islands
An analysis of island tourism should begin by defining what constitutes an island 
(Conlin and Baum, 1995). Academics of tourism have managed to define islands with 
reference to their basic characteristics; such a definition was offered by Marshall 
(1991, cited in: Conlin and Baum, 1995:5):
4 And then there are islands, ... Many are micro-states of less than a million people. 
Sometimes more, rather that less, vulnerable because of an isolation that produces 
poverty and instability’.
Others however, have tried to define an island only by its physical appearance and 
number of inhabitants (King, cited in: Lockhart etal, 1993). King (cited in: Lockhart et 
al, 1993) presents two suggestions for the physical definition of small islands (the main 
focus of this research); the upper limit was suggested to be 10,000 km2 and 500,000 
residents or 13,000 km2 and 1 million residents.
King (cited in: Lockhart et al, 1993) also emphasised the fact that islands can be found 
in a variety of political and administrative contexts. Some islands are politically 
independent micro-states, whereas others belong to larger metropolitan countries, are 
part of archipelagos that have their own internal cohesion or are significant parts of 
countries (e.g. the island of Santorini) (King, cited in: Lockhart et al, 1993:17).
- 1 0 -
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As the island of Santorini is located in the Mediterranean, one of the main 
characteristics of tourism on Mediterranean islands should be discussed. These 
destinations depend heavily on the beach-orientated mass tourism market (Sastre and 
Benito, cite in: loannides et al, 2001). Seasonality consequently means that these 
islands have a huge increase in visits during the summer months; a very common 
situation on Greek islands (Selanniemi, cited in: loannides et al, 2001).
2.3.2 Tourism in islands
Many islands are using tourism as their major economic growth tool (Lockhart, cited 
in: Lockhart and Drakakis-Smith, 1997); and in general, ‘tourism is more important in 
an economic sense to an island destination than is usually the case with mainland 
destinations’ (Conlin and Baum, 1995:5). Furthermore, ‘islands have become one of 
the most attractive destinations for tourists’ (Lockhart, cited in: Lockhart and 
Drakakis-Smith, 1997:3); and so, the opportunities for their tourism development are 
increasing.
A number of factors have been identified by researchers as what makes island 
destinations more attractive than mainland destinations to the eyes of tourists (Baum, 
cited in: Lockhart and Drakakis-Smith, 1997).
Sharpley (2001) begins his article by quoting King (1993, cited in: Lockhart et al: 14); 
‘islands are the most enticing form of land. Symbol of eternal contest between land and 
water...islands suggest mystery and adventure; they inspire and exalt’. Keane et al 
(1992) emphasise the fact that small inhabited islands are attractive for tourists to visit,
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as they create feelings of remoteness and isolation (Wing, cited in: Conlin and Baum, 
1995), peace and quiet and sense of timelessness. Additionally, ‘the physical and 
climatic characteristics of islands, combined with the less tangible elements of “island- 
ness”-insularity, distance and tradition alongside with the hospitality’, local customs 
and history, ‘create a particular allure to ever-increasing numbers of tourists’, (Conlin 
and Baum, 1995; Sharpley, 2001:65; Lockhart and Drakakis-Smith, 1997). The fact 
that islands as surrounded by water may be the key pull factor towards island tourism 
for many people, according to Baum (cited in: Lockhart and Drakakis-Smith, 1997); 
water in the sense of ‘sun, sea and sand’, as well as in other water-related activities. 
Finally, Baum (cited in: Lockhart and Drakakis-Smith, 1997:21) supports that ‘there is 
something special and different about getting into a boat or on an airplane as a 
necessity in order to reach your destination as Opposed to driving or using the railway’.
2.3.3 Development of small islands
Due to the popularity of island destinations, their development is an important and 
inevitable matter of consideration for the islands’ authorities (Wing, cited in: Conlin 
and Baum, 1995). Riley (1995) identified six issues that are often found in the 
development of islands microstates; all of which can be found to also concern regional 
and local authorities of small islands (parts of a country and not politically 
independent). ‘These are, first, the question of tourist demand versus protection of the 
environment; second, determining the role of government and its agencies; third, 
sustaining the economic health and supporting infrastructure; fourth, the problem of 
material supplies and the implications for imports; fifth, the important issue of 
population increase or decline and; finally, there is the question of sustaining the
Literature Review
indigenous population’ (Riley, 1995:472). In the identification of possible problems 
of small islands, Wing (cited in: Conlin and Baum, 1995) emphasises the problems 
that the location of the islands might cause in terms of accessibility to tourists and 
supplies, but also mentions the often low local agricultural productivity of the islands, 
as well as the possible low quality of natural, physical, technological and financial 
resources.
One of the most, popular subjects is the impact of tourism development on the islands’ 
environment. Authors like Briguglio et al (1996), Henshall Momsen (cited in: 
Lockhart et al, 1993), Kousis (cited in: loannides et al, 2001), loannides et al (2001) 
and Riley (1995) have focus on environmental problems caused by the over­
development of tourism. The development of islands has often resulted in water 
pollution, the threat of local flora and fauna, consumption of land and exploitation of 
limited insular resources (loannides et al, 2001; King, cited in: Lockhart et al, 1993; 
Kousis, cited in: loannides et al, 2001). The preservation of the island destinations’ 
environment is vital for the long-term survival (physical and economic) of the 
destination (Mose, cited in: Lockhart and Drakakis-Smith, 1997). This is, however, 
often a constraint in the tourism development of islands, as tourists might not be able 
to perform all the activities they could at some other destination and finally, drive 
tourists away (Poetschke, cited in: Conlin and Baum, 1995; Riley, 1995).
Riley (1995) placed the role of the government and its agencies as an important factor 
during the tourism development process. A discussion of the role of public and private 
sector in the tourism development and the planning of destinations can be found in 
Appendix II. Nevertheless, there are a few elements that can be specifically applied to
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island destinations. Poetschke (cited in: Conlin and Baum, 1995) argues that in order 
for an island to be competitive, due to three main restrictions that islands appear to 
have against mainland destinations, the partnership of public and private sector is 
essential.
He (Poetschke, cited in: Conlin and Baum, 1995:54) identifies these disadvantages of 
islands as followed:
- Difficult access (seeking effort by the tourists to reach the island destination)
- Fragile ecosystems (constraints to be placed on tourists’ activities)
- Undiversified economies (can not afford to market the island or compete in the 
market as a sole destination)
The final disadvantage that was identified by Poetschke (in Conlin and Baum, 1995), 
‘undiversified economies’, is very much linked with the third issue that Riley (1995) 
had identified; that is, sustaining the economic health of the supporting infrastructure. 
The fact that small islands are either small independent states or parts of other 
countries (as is the case of this research, Santorini) indicates the limited financial 
resources available for their development (Wing, cited in: Conlin and Baum, 1995). 
Their development includes the accessibility, attractions as well as ancillary services; 
all mentioned as part of the tourism destination features (Buhalis, 2000). The 
accessibility of an island refers to the access to the islands from the mainland, other 
islands and the connection between the areas on the island, i.e. infrastructure (Weber et 
al, cited in: loannides et al, 2001).
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Adding to that, Weber et al (cited in: loannides et al, 2001) identified the accessibility 
and the water management of islands as two very basic physical limitations that affect 
the economic and hence tourism development of the islands. loannides and Holcomb 
(cited in: loannides et al, 2001) add the energy supply as another limitation of islands.
Lack of organised accessibility and general problems of infrastructure (a very common 
problem of islands) (Getz, cited in: Conlin and Baum, 1995) may cause decrease of 
visitor flows, lack of supplies and high prices of products, as well as problematic 
public services (lack of enough buses and other public transport vehicles), resulting in 
the dissatisfaction of visitors (Butler, cited in: Lockhart et al, 1993; Poetschke, cited 
in: Conlin and Baum, 1995; Riley, 1995; Sharpley, 2001; Weber et al, cited in: 
loannides et al, 2001).
As mentioned earlier, water and energy supply of islands is considered to be difficult 
as well as expensive to import (most small islands have no natural sources of water 
supply) and produce respectively (loannides and Holcomb, cited in: loannides et al, 
2001; Weber et al, cited in: loannides et al, 2001). In addition to the huge cost of 
import and production of water and energy correspondingly, the islands’ authorities, 
usually in high-peak periods, are often faced with the incapability to provide the 
amount of water or energy required (Cooper, cited in: Lockhart and Drakakis-Smith, 
1997). Even islands such as Barbados, of high tourism flows, have been found in such 
a situation (Dann and Potter, cited in: Lockhart and Drakakis-Smith, 1997).
Finishing off, the impacts of and the problems that are likely to arise from the tourism 
development of islands can also affect cultural, historic and heritage sites. The
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overload of visitors often results in the destruction of such valuable and very “fragile” 
sites (loannides, 1995; Mitchel and Reid, 2001)
However, it should be pointed out that the well planned tourism development and the 
preservation of the environment and the socio-cultural sites will eventually result in the 
attraction of more tourists (loannides, 1995). The preservation of these elements 
should be the priority of the islands, as they can not afford to destroy what attracts 
visitors to the island; usually the small size of the islands eliminates any chances of 
redirecting the tourists to alternative attractions and activities (De Alburquerque and 
McElroy, cited in: Conlin and Baum). Therefore, if any of them (sites, attractions or 
environment) were destroyed and did not satisfy tourists, the entire tourism of the 
specific island would be affected negatively (De Alburquerque and McElroy, cited in: 
Conlin and Baum).
2.4 Market Segmentation
In all industries, the definition and understanding of the potential customers’ profiles 
are vital for the making of any marketing decisions (Brassington and Pettitt, 2000; 
Cooper et al, 1998; Holloway and Robinson, 1995; Witt and Moutinho, 1995). 
Consumer segmentation bases emphasise on the potential buyers’ lifestyles and 
context, as the majority of consumer purchases (as defined in marketing) fulfill higher- 
order needs (Brassington and Pettitt, 2000; Holloway and Robinson, 1995). The 
identification of these needs, according to the consumers’ characteristics, aids the 
successful targeting of people by marketers.
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Marketing identifies 5 methods of segmentation; Geographic, Demographic, Geo­
demographic, Psychographic or Lifestyle and Behaviour segmentation (Brassington 
and Pettitt, 2000; Witt and Moutinho, 1995). However, when referring to the tourism 
industry, several academics and practitioners suggest that there can be further 
segmentation. While five of these are similar. Cooper (1998), and Middleton (2001) 
add two others, namely Purpose of travel (or visitor type), Price (related to income 
levels) and Benefits the product offers (Swarbrooke and Homer, 1999).
Briefly, Geographic segmentation defines customers/visitors on the basis of 
geographical factors (location) (Brassington and Pettitt, 2000; Swarbrooke and Homer, 
1999); Demographic segmentation is based on subdividing the population according to 
their age, sex, religion, race, income, occupation etc.; Geo-demographic segmentation 
is based on where people live; Psychographic or Lifestyle segmentation involves the 
beliefs, attitudes and opinions of the potential customer/visitor; and finally, Behaviour 
segmentation divides populations according to the individual consumer’s relationship 
with a particular product (Brassington and Pettitt, 2000; Cooper, 1998; Middleton, 
2001; Swarbrooke and Homer, 1999; Witt and Moutinho, 1995).
Having identified two more segmentation methods, Purpose of Travel and Price, in 
relation to tourism, these will be separately reviewed in the next parts.
2.4.1 Purpose of Travel and Price
The purposes of travel towards a destination vary for each tourist, as do the factors 
which motivate them to travel (Davidson and Maitland, 1997). At this stage we shall
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only focus on the purposes of tourists’ travel, as their motivation factors and decision 
making will be discussed later on, at a separate section.
There are two principle classifications of travel activities; business and leisure travel 
(Buhalis, 2000; Cooper et al; Davidson and Maitland, 1997; Swarbrooke and Homer, 
1999). Business travel involves people traveling for work related purposes (Davidson 
and Maitland, 1997; Middleton, 2001). The business travel market is often categorised 
as regular business tourism (travel on a regular basis) and MICE (meetings-incentives- 
conferences-exhibitions) tourism (Buhalis, 2000; Davidson, 1994; Keyser, 2002). 
Leisure travel includes holidays, sports, recreation and cultural tourism and visiting 
friends and relatives (VFR) (Cooper et al, 1998; Davidson and Maitland, 1997). Still, 
there are people who travel for other purposes, such as health related issues, as well as 
religious and educational purposes (Cooper et al, 1998; Davidson and Maitland, 1997; 
Gartner, 1996).
Furthermore, the purchasing behaviour of potential customers/visitors in the leisure 
and tourism industry seems to be very price sensitive (Middleton, 2001). Price is very 
often one of the factors that differentiate and also make the overall tourist product 
superior in the eyes of the visitors (Cooper, 1998). In other words, there are people 
who respond in different price bands, who can then be segmented and targeted 
accordingly (Middleton, 2001).
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2.5 Destination Image
Bennet (1995, in Andreu et al, 2000:49), in a product concept, defines image as the 
‘consumer perception of a product, institution, brand, company or person which may 
or may not correspond to the reality’ (Schneider and Sonmez, 1999). Image is also 
defined as ‘an abstract concept incorporating the influences of past promotion, 
reputation and peer evaluation of alternatives’ (Dann, cited in: Fesenmaier et al, 1996).
The product of tourism is referred to as ‘an experience rather than a tangible good’; 
therefore its image depends on attribute perceptions and not the attributes themselves 
(Gartner, 1986:636). More specifically, as Echtner and Ritchie (1991, cited in: 
Tapachai and Waryszak, 2000:37) point out, ‘the conceptualisation of destination 
image embraces both the destination’s salient attributes and holistic impressions’.
Font (1996:123) suggests that ‘a tourist destination’s image is one of the most 
important strategic tools for creating and sustaining tourist destinations’. For that 
reason, great emphasis will be given to the subject.
2.5.1 Defining Destination Image
‘Tourism is an industry based on imagery; its overriding concern is to construct, 
through multiple representations of paradise, an imagery that entices the outsider to 
place him/herself into the symbol-defined space’ (Buck, 1993:14 in Laws et al, 
2002:40).
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The concept of image has to be introduced, as the “projected” and “perceived” image 
of a tourism product often differ and can influence the competitiveness of the product 
by differentiating, for instance, one tourism destination from another (Andreu et al, 
2000; Baloglu and Brinberg, 1997; Baloglu and Mangaloglou; 2001; Goodall and 
Ashworth, 1988). More specifically, ‘destination image is a critical factor in 
destination choices’ (Buhalis, 2000; Gartner, 1996; Laws et al, 2002; Pike, 2003; Selby 
and Morgan, 1996; Schneider and Sonmez, 1999:539; Tapachai and Waryszak, 2000; 
Walmsley and Young, 1998); affects the individual’s subjective perception and 
consequent behaviour (Baloglu and McCleary, 1999; Gallarza et al, 2002; Walmsley 
and Young, 1998); and ‘permits tourists to generate a set of expectations about a place 
before that place is actually experienced’ (Coshall, 2000:85). The concept of 
destination image has drawn the tourism researchers’ attention, which has resulted in a 
rich body of literature (Baloglu and Brinberg, 1997; Gallarza et al, 2002; Gartner, 
1996; Laws et al, 2002; Schneider and Sonmez, 1999; Walmsley and Young, 1998).
Furthermore, ‘images reflect the individual’s perceptions of the characteristics of 
destinations’ (Coshall, 2000:85). The same views are supported by a number of 
authors such as Crompton (1979, in Laws et al, 2002:39 and Schneider and Sonmez, 
1999:539; Kotler, Haider and Rein, 1993, in Murphy et al, 2000:44), who define 
destination image as ‘the sum of beliefs, ideas and impressions that a person has of a 
destination’; or Buhalis (2000:101) who refers to the image of destinations as a ‘set of 
expectations and perceptions a prospective traveller has of a destination’.
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2.5.1.1 The importance of image
‘Destination images are not necessarily grounded in experience or facts but they are 
always powerful motivators in leisure and tourism’ (Middleton, 2001:126). However, 
as Cooper et al (1998) indicates, the knowledge that potential visitors generate around 
a destination by their experiences, general learning, emotions and perceptions 
(cognitive evaluation), produces the visitors’ image of that destination. Tourist 
behaviour, as it will be further discussed later on, ‘depends upon people’s image of 
immediate situations’ (Cooper et al, 1998:39). According to Gallarza et al (2002:56) 
tourist destination’s image is of great importance as it affects people’s subjective 
perception and consequent behaviour and destination choice.
Images are usually a mixture of both positive and negative perceptions of the several 
attributes of the destination, which later result in the overall image; these perceptions 
represent reality before tourists make their final decisions about a destination 
(Marques, 2001). Naturally, the majority of prospective visitors avoid destinations 
which they perceive negatively (Cooper et al, 1998); therefore destinations are chosen 
‘only when the positive image exceeds the weight of the negative image’ (McMellan 
and Foushee, 1983; cited in: Marques, 2001:7)
2.5.2 Projected and Perceived Image
‘The degree of consumer satisfaction will depend on the assessment of the perceived 
overall experience of the destination versus the anticipated expectations and 
perceptions’ (Buhalis, 2000:101). That is due to the fact that destinations mainly 
compete with their competitors based on their perceived images (Baloglu and
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Mangaloglu, 2001). These introduce the concept of projected and perceived image of 
destinations.
In terms of projected image or else induced (Ahmed,1991; Lubbe, 1998; Murphy, 
1999), Andreu et al (2000:50) define it as 6a pull factor in the destinations decision 
process, which is transmitted by communication channels targeted at the potential 
tourist’, as a result of the destinations’ promotional activities (Lubbe, 1998; Murphy, 
1999). Official tourism organisations, tour operators and travel agencies are the 
traditional channels used in order for the projected image to reach the potential 
visitors, whereas the Internet, and several e-intermediaries have been used for the last 
years in addition to the traditional ones (Andreu et al, 2000; Buhalis, 2000; Selby and 
Morgan, 1996).
Conversely, perceived (Andreu et al, 2000) or organic image (Ahmed, 1991; Gartner, 
1996; Goodall and Ashworth, 1988; Lubbe, 1998; Murphy, 1999; Selby and Morgan,
1996) is described as the image consumers develop for a destination based primarily 
on information deriving from ‘non-touristic, non-commercial sources’ (Murphy, 
1999:23), such as own experience, family and friends, education, and general media 
(Andreu et al, 2000; Goodall and Ashworth, 1988; Lubbe, 1998; Murphy, 1999; Selby 
and Morgan, 1996).
It is very important to mention that, as Baloglu and Mangaloglu (2001) note, 
destinations compete with each other based on their perceived images; therefore, lack 
of knowledge of the destination’s appeal from the perspective of potential visitors 
would affect the appropriate development and management of the destinations (Laws
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et al, 2002). Furthermore, the aim of destination image marketing was identified by 
Leon-Gamboa (2000:12), ‘to communicate a positive image of a destination to a 
prospective consumer group’.
2.5.2.1 Image differentiation
Potential travellers compare destinations’ several attributes before deciding which 
destination they will finally visit (Middleton, 2001). During this comparison of 
destinations, potential visitors form relative images of the destinations reviewed 
(Baloglu and McCleary, 1999a).
From a managerial perspective, destinations need to position themselves in a way that 
will establish a ‘distinctive place for a destination in the minds of the travellers in the 
targeted markets’ (Baloglu and McCleary, 1999a: 145; Middleton, 2001; Witt and 
Moutinho, 1995). Baloglu and McCleary (1999a: 145) grouped the development of a 
positioning strategy in the following three statements. Such a strategy includes:
- Identifying a target market segment’s images of a destination.
- Comparing these images with those of competitors.
- Selecting destination attributes that meet the needs and wants of travellers and 
differentiate a destination from its competitors.
Moreover, ‘differentiation is the search for recognition of a product’s uniqueness, with 
the purpose of ensuring its sustainability; it is a strategic movement from a commodity 
area to status area’ (Font, 1997:128). Font (1997:129) presented a figure (Figure 2.1)
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which shows the differences between a destination in the Commodity Area and a 
destination in the Status Area.
Figure 2.1 Destination positioning and marketing effort
Commodity Area Status Area
• Heavily substitutable •  Unique attributes known (real
• Sensitive to price change or imagined)
• Holiday justification to peers • The area is seen as having a
based on low price not inherent ----------------- ► special attraction of its own
country qualities •  Consumers view the area as
fashionable
• The market will bear higher
prices and fluctuations
Source: Font (1997:129)
As image differentiates tourist destinations from each other, as well as is an influential 
factor in travellers’ decision process (Baloglu ands Brinberg, 1997), destinations 
should aim in their movement to the Status Area. As it can be seen from Figure 2.1, 
destinations that belong to the Commodity area show no differentiation in their 
marketing strategies from their competitors, and therefore have reduced likelihood of 
being chosen during the travel decision making process (Baloglu and McCleary, 
1999a). That derives from the fact that visitation to destinations which are considered 
as Commodity areas is very price-sensitive; prices go up, visitation goes down, as 
travellers can -easily visit another destination which offers similar attributes 
(substitutes) (Font, 1997; Leon-Gamboa, 2000). On the other hand, destinations which 
are considered to be under Status Area have used marketing to create unique features 
and images, which therefore make them desirable, fashionable and allow higher prices 
to be set (Font, 1997; Leon-Gamboa, 2000).
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2.S.2.2 Customer Satisfaction
The issue of customer satisfaction was raised during the review of projected and 
perceived image. Having mentioned that destinations compete with each other based 
mainly on their perceived image (Baloglu and Mangaloglu, 2001), it should be pointed 
out that ‘the marketing task for service products such as tourism and more specifically 
to the subject, destinations, extends into concern for customer satisfaction with the 
service delivery’ (Middleton, 2001:345).
Kotler’s (2000:36) definition of customer satisfaction is: ‘Satisfaction is a person’s 
feelings of pleasure or disappointment resulting from comparing a product’s perceived 
performance (or outcome) in relation to his or her expectations’.
In a tourism concept, tourist satisfaction is considered to be ‘the emotional response to 
successful Quality of Service’ (Witt and Moutinho, 1995:248). Furthermore, as 
Swarbrooke and Homer (1999) point out, quality is not a fact or a reality in service 
industries such as tourism; it is a perception totally dependent on each customer’s 
mind (Dann, cited in: Fesenmaier, 1996).
Finally, Swarbrooke and Homer (1999:237) categorised all elements that could make 
tourists perceive a tourist product as one of quality in two groups:
• Their individual attitudes, expectations and previous experiences as a 
consumer/traveller;
* The benefits they are looking for from the particular purchase in question 
(potential destination).
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Swarbrooke and Homer (1999:239) also illustrated the process through which tourists 
go before they become satisfied or not by the product, this case destination, they chose. 
The Process can be found in Figure 2.2.
Figure 2.2 The Tourist Satisfaction Process
The tourism product The satisfaction factor The outcome
• Tangible element • Perceptions of the tourist • Tourist satisfaction
• Service element experience • Tourist partial
• Role of intermediaries • Tourist attitudes and satisfaction
and agents expectations 
• Uncontrollable factors
• Tourist dissatisfaction
Source: Swarbrooke and Horner (1999:239)
Perceptions and attitudes in relation to destination image and customer satisfaction will 
be discussed in detail under the consumer behaviour part of this report.
Meanwhile, it was identified by Parasuraman, Zeithaml and Berry (1985: cited in Witt 
and Moutinho, 1995) that in a sector such as tourism, where the products are 
intangible, their measurement is very difficult. They therefore developed a technique, 
SERVQUAL, which was designed to measure the customer satisfaction in relation to 
the tourism product in question, in this case it would be the destination chosen and 
visited by the customer (Witt and Moutinho, 1995). The SERVQUAL technique is 
based upon the five dimensions which were found to be used by customers to assess a 
service. These are (Parasuraman, Zeithaml and Berry, 1985: cited in Witt and 
Moutinho, 1995:235 and Swarbrooke and Homer, 1999:239):
• Tangibles: the appearance of physical facilities, equipment, personnel and 
communication materials.
Literature Review
• Reliability: the ability to perform the promised service dependably and 
accurately
• Responsiveness: willingness to help consumers and provide consumers with 
prompt service
• Assurance: knowledge and courtesy of employees and their ability to convey 
trust and confidence
• Empathy: caring individualised attention the firm provides to its customers.
However, this model was found more useful when it was used for the comparison of 
the service between companies or products within a similar market segment 
(Swarbrooke and Homer, 1999).
In addition to that, Parasuraman, Zeithaml and Berry identified five potential gaps, 
which may be caused between the expectations tourists have before using the product, 
for instance visiting a destination, and the perceived outcomes (Swarbrooke and 
Homer, 1999). These gaps are (Swarbrooke and Homer, 1999:240):
1. Differences between consumer expectations and managements perceptions of 
consumer expectations.
2. Differences between management perceptions of consumer expectations and 
service quality specifications.
3. Differences between service quality specifications and service actually 
delivered.
4. Differences between service delivery and what is communicated about the 
service to consumers.
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5. Differences between consumer expectations and perceptions of the quality of 
the service received.
Travel or destination satisfactions are normally measured after the tourist has 
completed the experience (Duke and Persia, cited in Fesenmaier et al, 1996). However, 
destination images lead tourists in developing a set of expectations about a destination 
before they actually visit and experience the destination (Buhalis, 2000; Goshall, 
2000).
Laws (1995:125) supports that ‘People do not buy products; they buy the expectation 
of benefits. It is the benefits that are the products’. Moreover, as Goodall and 
Ashworth (1988:3) point out, ‘an individual’s perceptions of holiday destinations (i.e. 
expectations) are conditioned by the information available’. Such expectations are 
usually based on previous experiences, word of mouth, press reports, advertising, and 
common beliefs (Buhalis, 2000:99).
2.5.3 Destination Image Formation Process
The Destination Image Formation Process includes the development of Cognitive and 
Affective images, due to a number of information sources available to the potential 
visitors.
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2.5.3.1 Cognitive and Affective image
The concepts of attitude, behaviour and motives are as much important factors in 
image formation, as they are for the destination decision making (Gallarza et al, 2002; 
Gartner, 1996); their importance will be discussed in a separate section later in this 
report. Moreover, another part of consumer behaviour has been applied to tourism and 
more specifically to destinations; this of cognitive and affective image.
Baloblu and Brinberg (1997), Baloglu and McCleary (1999a and b), Dann (cited in: 
Fesenmaier, 1996) and Gartner (1996) introduce the idea of people developing 
cognitive/ perceptual and affective responses towards destinations, affected by their 
general attitudes, behaviour and motives (Gartner, 1996). Gartner (1996 and 1993, in 
Dann; cited in Fesenmaier, 1996) added another component; this of conative image as 
the analogous of behaviour. Since consumer behaviour in relation to destination image 
will be discussed later on in more detail, conative image will not be further discussed.
Cognitive image is defined by Scott (1965, in Gartner, 1996:457) as ‘an evaluation of 
the known attributes of the product or an understanding of the product in an 
intellectual way’. Another approach, presents the cognitive image of destinations as 
beliefs, knowledge (Baloglu and McCleary, 1999b) and facts (Boulding, 1956, in 
Gartner, 1996).
The affective component of image is, according to Gartner (1996) the “feelings” 
people hold about the destination, or else ‘the emotional response of individuals’ to the 
place’ (destination) (Baloblu and Brinberg, 1997:12). Motivation is very much related
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to affective images as it affects the destination’s valuation by the tourists (Baloglu and 
McCleary, 1999a and b; Gartner, 1996).
Cognitive/perceptual and affective evaluations of destinations form the overall 
(Baloglu and McCleary, 1999b) or conative (Gartner, 1996) image; this is the image 
that will determine the final decision of the consumer, as to the choice of the 
destination to be visited (Gartner, 1996).
More specifically, Baloglu and McCleary (1999b) presented a general framework of 
how destination image is formed (Figure 2.3), and how the factors of importance relate 
to each other.
Figure 2.3 shows that personal and stimulus factors form the destination image. As it is 
depicted, several personal factors, such as psychological and social characteristics of 
the tourists affect the formation of destination image. In addition to that, stimulus 
factors such as different types of information sources, the tourists’ previous 
experiences and finally the way the destination is distributed (communicated) to the 
visitors (Baloglu and McCleary, 1999b).
Between these factors, destination image is formed, composed of perceptual and 
affective components, which finally interrelate with each other to form the global, or 
else overall image (Oxenfeldt and Dichter, cited in: Baloglu and McCleary, 1999b); ‘a 
set of cognitions and affects’(Baloglu and McCleary, 1999b:872).
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Concluding, it would be important to point out that the formation of appropriate 
images can establish a meaningful position for the destination in the minds of the 
visitors (Buhalis, 2000; Laws et al, 2002). This way, visitors will be able to ‘develop 
realistic and fulfil-able expectations’ (Laws et al, 2002:40). In addition to that, Ahmed 
(1991:331) supports that ‘a strong and clear tourist image can increase consumer 
confidence in its tourist attractions and consumer predisposition to purchase them’.
Figure 2.3 A General Framework of Destination Image Formation
PERSONAL
FACTORS
• Psychological
Values
Motivations
Personality
• Social
Age
Education 
Marital Status 
Others
DESTINATION
IMAGE
Perceptual/
Cognitive
Affective
Global
- Information Sources
Amount
Type
- Previous experience
- Distribution
STIMULUS
FACTORS
Source: Baloglu and McCleary (1999b: 870)
2.S.3.2 Destination Image Formation Sources
The personal and stimulus factors that were identified in Figure 2.3, psychological and 
social factors, information sources, previous experiences and distribution can be 
considered as the destination image formation agents (Santos, 1997). The formation of 
image has been described as ‘the development of a mental construct based upon a few 
impressions chosen from a flood of information’ (Marques, 2001:10). Briefly, 
destination image can be formed through a variety of information sources, or else
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communication channels in addition to previous and direct experience (Baloglu and 
McCleary, 1999a; Marques, 2001).
Apart from people’s previous experience, promotional literature (brochures, posters), 
opinion of others (family and friends), travel agents/tour operators, national tourism 
organisations’ offices and boards, and general media (newspapers, magazines, 
television, books, films and the internet), all are communication channels that can be 
used by destinations as ways to create their image in the eyes of the potential visitors 
(Buhalis, 2000; Gartner, 1986; Marques, 2001; Santos, 1997).
Perceptual/ cognitive and affective evaluations are influenced by different factors; 
Perceptual/ cognitive evaluations are only influenced by the amount and type of 
information received, whereas affective evaluations are influenced by the individual’s 
personal factors (Gartner, 1996; Laws et al, 2002; Marques, 2001). The personal 
factors which influence the formation of image about a destination for each individual 
are going to be separately discussed in the ‘Internal Influential factors’ part of this 
resort (2.5.1.2).
2.6 Consumer Travel Behaviour
The consumers are part of the marketing environment, so it is very important to 
understand the more personal and specific influential factors which affect consumers, 
as well as the decision making process through which they go (Brassington and Pettitt,
2000).
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Middleton (2001:19; Cooper et al, 1998; Holloway and Robinson, 1995; Witt and 
Moutinho, 1995) illustrates the elements of consumers’ behaviour that are of specific 
interest to marketing. Marketing is concerned with:
- Understanding the needs and desires of existing and prospective buyers 
(why they buy);
- Which products they choose, when, how much, at what price and how often;
- How they get information about product offers;
- Where they buy products from (direct or through a retail intermediary);
- How they feel after their purchase and consumption of products.
The management of tourism would be ineffective if the reasons that consumers choose 
to visit certain destinations or purchase tourism products were not investigated 
(Cooper et al, 1998). Therefore, this project will also study the tourist behaviour in 
relation to the visitors’ needs, purchase motivations, decision process of purchasing 
tourism products, as well as the influence of destination image on all the above.
2.6.1 Travel Consumer Analysis
Consumer Analysis is a very important technique in travel and tourism, as over the last 
two decades consumers have become more experienced, educated, informed and 
therefore much more demanding and difficult to satisfy (Cooper et al, 1998; 
Middleton, 2001).
These have to be understood by marketers in order to target their potential customers 
effectively (Goodall and Ashworth, 1988). ‘Consumer behaviour refers to the process
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of organising information in the direction of a purchase decision and of using and 
evaluating products and services’ (Moutinho, 2001:5). In this report, consumer 
analysis will serve in the understanding of the factors that influence an individual’s 
behaviour when it comes to tourism and travel decisions. These factors are illustrated 
in the next figure (Figure 2.4).
Figure 2.4 Major Influences on Individual Travel Behaviour
Learning
Perception
Motivation
Personality/
Lifestyle
Attitudes/
Values
Decision Making 
Process
Reference
groups
Family
influence
Culture
impact
Social
class
Source: Moutinho (2001: 6)
Furthermore, the consumer analysis has to be conducted in order to determine how 
current and potential users perceive the products’, and in this case destination’s, 
attributes (Gartner, 1996), before they move on to their travel (destination) decision 
making process. Taking as a guide Figure 2.4, the consumer analysis will be occupied 
with these personal and social factors; the external (cultural impacts, social class, 
reference groups and family influence) and internal factors (personality, learning, 
motivation, perception and attitudes) of the individual (Gartner, 1996; Moutinho,
2001).
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2.6.1.1 External Influential Factors
As already mentioned, travel decisions are very much affected by forces outside the 
individual. According to the general consumer behaviour literature (Assael, 1992; 
Moutinho, 2001; Peter et al, 1999; Solomon, 2002; Solomon et al, 1999), the external 
factors influencing an individual before his/her decision making process are the 
exposure to cultural impacts, his/her social class, reference groups and the individual’s 
family.
To begin with, the various “cultural impacts” formulate the characteristics of a specific 
society such as its language, religion, technology, etc (Moutinho, 2001). In relation to 
consumer behaviour, different cultural backgrounds result in different attitudes 
towards products and services, which create buying behaviour models and 
consumption patterns for each society (Solomon et al, 1999).
Next, ‘’’social class” defines broad groupings whose members have common bonds in 
terms of income, education, occupation and social mobility. These common bonds lead 
to common values and similar purchasing patterns’ (Assael, 1992:334). Referring to 
Maslow’s hierarchy of needs (see Appendix III), the higher the social class an 
individual belongs to, the more of his/her needs are likely to have been fulfilled; 
enabling this way him/her to try to satisfy needs closer to self-actualisation, such as 
travel (Solomon, 2002; Solomon et al, 1999). People coming from the same social 
class, are more likely to have similar occupations, lifestyle and therefore taste and 
buying behaviour (Solomon et al, 1999). Therefore, ‘social class is of interest to 
marketers to the extent it is related to the consumers’ beliefs and behaviours’ (Peter et
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al, 1999:301), as the distribution of wealth determines which groups have the greatest 
buying power (Solomon, et al, 1999).
‘A “reference group” is an actual or imaginary individual or group conceived of having 
significant relevance upon an individual’s evaluations, aspirations, or behaviour’ 
(Solomon, 2002:319). The influence of these groups can be either positive or negative; 
causing either, the consumer’s awareness and acceptance of a product or service, or 
his/her avoidance (Peter et al, 1999; Solomon, 2002). Examples of reference groups 
are: religious and ethnic groups, the trade union, the neighbourhood, and the family, 
which is of high importance during an individual’s decision making process 
(Moutinho, 2001, Solomon et al, 1999; Solomon, 2002).
However, when it comes to the travel and tourism or destination decision making, not 
all of these personal factors are of the same importance. “Family” is a very important 
reference group, as there are a number of values and expectations built in an individual 
through the family (Moutinho, 2001). Furthermore, families often operate as a unit, 
where each individual fulfils a special role within the group; therefore decision making 
may be shared, but also made by one person for the whole group (Cooper et al, 1998; 
Thorton et al, 1997).
2.6.1.2 Internal Influential Factors
The internal factors that influence potential customers’/ travellers’ decisions were 
identified to be the individual’s personality, learning patterns, motivation, perception 
and attitudes developed through his/her life (Moutinho, 2001; Solomon et al, 1999).
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Marketers need to understand the factors influencing their target markets, in order to 
achieve a successful image for their products, according to what stimulates their 
market audience (Cooper et al, 1998). The application of these factors to individual 
travel and tourism behaviour differs from the general theory; these will be analysed. 
Still not all have the same power and influence on an individual’s decision making.
Firstly, “personality” is defined as consistent and enduring patterns of behaviour that 
determine each individual’s adjustment to the environment in a unique way (Assael, 
1992 and Moutinho, 2001), whereas lifestyle is the person’s different choices of how 
to spend time and money (Solomon, 2002). Therefore, a consumer’s purchasing 
decisions are directly influenced by personality types and choices of lifestyle (Frew 
and Shaw, 1999); the formation of which was discussed earlier during the discussion 
of the social influences of the individuals. Travellers were identified as allocentrics and 
psychocentrics (Flog, 1974 and Ross, 1994, cited in: Frew and Shaw, 1999); where 
allocentrics travellers chose exotic destinations and unstructured vacation, contrary to 
psychocentrics who prefer packaged travelling to familiar and touristic destinations 
(Frew and Shaw, 1999). Travel decisions are affected by personality, as travellers 
personality types are formed according to travellers” destination preferences, travel 
companion, interaction with local cultures, etc.’ (Frew and Shaw, 1999:195).
Furthermore, consumers learn from past experience and future behaviour is 
conditioned by such “learning” (Assael, 1992). As mentioned by Solomon et al (1999) 
and Solomon (2001:74), behavioural learning theories assume that Teaming takes 
place as the result of the responses to external events’. Being a relatively permanent 
change of behaviour, learning determines consumers’ future preferences in terms of
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products, brands and their features (Solomon et al, 1999, Solomon, 2001). Learning 
new information about a particular product constructs the knowledge about it, which is 
then one of the steps decision making. In a tourism perspective, ‘tourists can 
discriminate between two similar products and show preference for one of them. They 
often generalise about different, not yet experienced, aspects of a destination on the 
basis of known stimuli’ (Moutinho, 2001:14).
Continuing, the concept of “perception” refers to the process by which an individual 
selects, organises and interprets stimuli to make sense of them (Assael, 1992; 
Moutinho, 2001; Solomon, 2002). As Ahmed (1991) quotes from William (1965), it is 
believed that ‘human behaviour is grounded in need recognition and fulfilment, but 
perception is the initiator of behaviour and the process by which we interpret our 
surrounding’. Furthermore, Assael (1992:44) points out, that stimuli are more likely to 
be perceived when they:
• Conform to consumers’ past experiences
• Conform to consumers’ current beliefs about a brand
• Are not too complex
• Are believable
• Relate to a set of current needs
• Do not produce excessive fears and anxieties
In addition to that, Moutinho (2001) points out that people receive messages, which
they then perceive according to their own prior learning and experiences. Moreover,
taking this to the concept of destinations’ perception, the comprehension (perception) 
of vacation destinations ‘is related to the halo effect, which is the tendency of a tourist
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to be biased by his or her overall opinion in the process of evaluating distinct attributes 
of a destination’ (Moutinho, 2001: 12).
Also, 6an ‘attitude’ is a predisposition to evaluate an object or product positively or 
negatively’ (Solomon, 2002:220). Moreover, attitudes consist of three components: 
affect; behaviour and cognition known as the ABC model of attitudes and hierarchy of 
effects. Affect is a way a consumer feels about an attitude object. Behaviour refers to 
an individual’s the person’s objectives to take action regarding to an attitude object. 
Cognition involves what a consumer thinks about an attitude object (Solomon et al, 
2002). ‘This model emphasises the interrelationships between knowing, feeling and 
doing’ (Solomon et al, 2002:129). ‘In the context of tourism, attitudes are 
predispositions or feelings toward a vacation destination or service, based on multiple 
perceived product attributes’ (Moutinho, 2001:19; Um and Crompton, 1990).
2.6.1.2.1 Consumer Motivation Factors
Although ‘motivation’ is only one of the variables that contribute to the interpretation 
of tourist behaviour, is considered to be a critical variable because ‘it is the impelling 
and compelling force behind all behaviour’ (Berkman and Gilson, 1978, cited in 
Crompton, 1979). Furthermore, ‘motivation refers to the processes that cause people to 
behave as they do’ (Solomon, 2002:102). There are needs that individuals have to 
satisfy once they have been activated and this can only be achieved through the 
motivation process. According to Solomon (2002), needs may be either utilitarian 
(practical) or hedonic (emotional). In the marketing context, motivation is subject to 
personal perception of needs. Without the stimulation of these needs by marketing
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activities, consumers may not really find a reason to buy a particular product (Chisnall,
1997). Motivating factors have been grouped into those which motivate a person to 
take a holiday and those which motivate a person to take a particular holiday to a 
specific destination at a particular time (Swarbrooke and Homer, 1999: 53). These 
factors were grouped by Swarbrooke and Homer (1999) as Cultural; Physical; 
Emotional; Status; Personal Development and; Personal. Middleton (2001) however, 
categorised motives for travel and tourism as Business/work-related; 
Physical/physiological; Cultural/psychological/personal education;
Social/interpersonal and ethnic; Entertainment/amusement/pleasure and; Religious.
One of the major theories lying under motivation is Maslow’s hierarchy of needs. This 
theory proposes, that human needs develop in a sequence ordered from lower to 
higher, divided in five levels (Appendix III): physiological (food, water), safety 
(protection, security), belongingness (affection, friendship), ego (self-esteem, prestige) 
and self-actualisation (personal fulfilment) (Assael, 1992; Chisnall, 1997; Gartner, 
1996; Lubbe, 1998; Solomon, 2002). In industries such as tourism, the product is of 
high involvement and therefore the needs to be fulfilled are those of ego or self- 
actualisation (Cooper et al, 1998; Solomon, 2002; Solomon et al, 1999). It was 
suggested by Chon (1989, cited in: Lubbe, 1998; Crompton, 1979, cited in Pritchard,
1998) that Maslow’s hierarchy of needs is the foundation for travel motivations and 
described these needs are ‘push’ factors. Furthermore, the attractiveness of the 
destination and its elements were identified by Chon (1989, cited in: Lubbe, 1998; 
Crompton, 1979, cited in Pritchard, 1998) as ‘pull’ factors. These two factors ‘act 
together as antecedent events for an individual’s travel motivation and it is at this point
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that an individual becomes a potential tourist (Lubbe, 1998:24). Figure 2.5 shows the 
‘push’ and ‘pull’ factors, which then assist in the construction of a primary image.
Figure 2.5 Travel Motivation
Travel
motivation
Primary image 
construction
•  Physiological
•  Safety/Security
•  Belonging and love
•  Esteem
•  Self-actualisation
•  Aesthetics
‘Push’ to travel needs
Acquiring knowledge
‘Pull’ to travel attractiveness
•  Static, e.g., landscape, 
climate, culture
•  Dynamic, e.g., 
accommodation, food, 
service, access
•  Current decision, e.g., 
promotion, price
Source: Lubbe (1998:25)
Furthermore, Cooper et al (1998) reviewed a number of academics, such as Dann 
(1981), McIntosh, Goeldner and Ritchie (1995) and Plog (1974), all of which were 
engaged with the concept of motivation in tourism and categorised motivation in 
several forms. In summary. Cooper et al (1998:36; Goodall and Ashworth, 1988; 
Swarbrooke and Homer, 1999) grouped the dimensions of motivation in the context of 
travel and tourism in the following:
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• Travel is initially need-related and this manifests itself in terms of wants and 
the strength of motivation or ‘push’, as the energiser of action;
• Motivation is grounded in sociological and psychological aspects of acquired 
norms, attitudes, culture, perceptions, etc, leading to person-specific forms of 
motivation; and
• The image of destination created through various communication channels will 
influence motivation and subsequently affect the type of travel undertaken.
2.6.2 Destination Choice
Consumers consider various elements before reaching a conclusion and taking a 
purchase decision; this is their decision making process (Solomon, 2002). Presuming 
that consumers have goals, needs and wants which they try to achieve and fulfil, the 
analysis of consumers decision making process generates information for marketers to 
target them effectively (Peter et al, 1999). During the process, the consumer is 
constantly affected by the external and internal influential factors analysed earlier 
(Moutinho, 2001). Each decision making process is completed only after certain stages 
are accomplished (Peter et al, 1999; Solomon et al, 1999; Solomon, 2002). Figure 2.6 
shows the basic stages through which consumers reach a decision, as identified by 
consumer behaviour academics (Chon, 1989; Peter et al, 1999; Solomon et al, 1999; 
Solomon, 2002).
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Fig 2.6 Stages in Consumer Decision Making
Post purchase use
Product Choice
Information Search
Problem recognition
Evaluation of Alternatives
(Source: Solomon, 2002:256)
However, taking the basic stages of decision making, excluding this of ‘post­
purchase’, Schmoll (1977, cited in: Gartner, 1996) developed a more elaborated 
decision-making model, specifically applied to travel and tourism. His model, as seen 
in Figure 2.7 (last page of chapter) includes all ‘the various factors that are considered 
in a trip decision’ (Gartner, 1996:324), or else identifies the numerous attributes one 
may consider in the evaluation stage of the decision making process (Gartner, 1996). 
The model indicates that potential visitors reach a decision, for instance to visit a 
destination, after being exposed to the factors that compose their travel stimuli; 
personal and social determinants; other external variables and; characteristics of the 
destination; having first identified their need for a holiday at a destination, and have 
gathered relevant information. The Travel Consumer Analysis section (2.6.1) went into
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detail about the personal and social determinants as identified by Schmoll (1977, cited 
in Gartner, 1996) and their importance to travel decision making.
2.6.3 Destination Image and Travel Behaviour
The essential role which image of a destination plays in the tourist’s decision-making 
process has been mentioned by a variety of academics (Baloglu and Brinberg, 1997; 
Font, 1996; Kotler and Gertner, 2002; Middleton, 2001; Pike, 2003; Santos, 1997; 
Selby and Morgan, 1996; Sirgy and Su, 2000; Tapachai and Waryszak, 2000). The 
literature has revealed that there is a close and clear relationship between positive 
perceptions of destinations and positive purchase decisions, which have a vital 
influence on a potential tourist’s decision to visit a destination, no matter the fact that 
these perceptions may not derive from first-hand experiences (Selby and Morgan, 
1996). That is because ‘images and expectations of travel experiences are closely 
linked in prospective customers’ minds’ (Middleton, 2001: 126, Santos, 1997).
Due to the intangible nature of tourism product requires the consumer to reach a 
purchase decision before the product is actually experienced; thus the decision making 
process is largely dependent on the image of the destination that the travellers hold as 
they consider their choices (Niles, 2000). Furthermore, tourists are found to develop 
stereotypic images of different destinations (Sirgy and Su, 2000), as ‘an image is not 
what tourists ‘know’, but what they ‘think’ or ‘feel” (Font, 1996:126).
Finally, the travel behaviour of tourists is very much affected by their nature as 
travellers. Destination-naïve travellers mostly rely on professional sources of
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information, such as travel agents and tour operators, which in turn pass on to the 
potential tourists specific images, positive or negative, and often drive the decision 
making process of the tourists (Baloglu and Mangaloglu, 1999).
2.7 Conclusion
Through the review of literature sources, the concept of Tourism Destinations was 
found to be of major interest to academic researches. Evidently, as the project was 
based on the case study of a small Greek island, the unique characteristics of small 
island destinations were looked in detail. Furthermore, the marketing of destinations 
was identified as a very important element of the destinations’ overall tourism 
development. Therefore, a very basic area of its concept and also the main concern of 
this research, destination image, was thoroughly reviewed. A number of studies have 
shown that the images which individuals hold for destinations have a crucial role in a 
destination’s marketing success (Chon, 1989). The final section of the literature 
review’s first pqrt identified a number of issues under the Travel Consumer ^ehaviouf 
academic concept in relation fp tourism destinations and their image.
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3.1 Introduction
Tourism is one of the most important industries for Greece, affecting its economical, 
sociological, political and environmental development (Greek Tourism Organisation, 
1985). This had been identified and utilised by the Greek authorities even before the 
1960’s, a very instable and politically critical period for Greece. Although there is a large 
number of tourism associations in Greece, the Greek National Tourism Organisation 
(GNTO), is the governmental representation for Greece to the rest of the world. Locally 
thought, each prefecture may contribute in the development and promotion of the area.
The case of the Island of Santorini, in Greece, will be taken as a case study around the areas 
discussed in the previous chapter of the literature review. It should be noted that Santorini 
has been voted as the Most Popular Island in Europe and as the 7th among the 10 most 
popular world-wide islands for 2001, according to ‘Travel and Leisure’ Magazine 
(Santorini Today, 2003).
As it will be pointed out, Santorini offers activities for a wide variety of interests; these 
range from historic and religious sites, conference facilities, local cuisine lessons and wine 
tasting to gemological authenticity offered by the volcano situated there. In a cataclysmic 
eruption some 3,600 years ago, the original single island suddenly became five, with a huge 
caldera in the middle (National Geographic Traveler, September/October 1997). These 
activities and other attributes of the island are promoted by the island’s authorities and 
private organisations in order to establish an image for the island. However, Santorini’s 
development and promotion as a tourism destination is very much influenced by the 
tourism development and promotion of Greece as a whole, carried out by GNTO.
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3.2 Geographical and Demographic data of Santorini
Santorini, also known as Thira, is located at the southern end o f the Cyclades group o f 
Aegean Islands, 127 nautical miles from the port o f Piraeus and 63 nautical miles north o f 
Crete. (Marie Claire, May 2003; Santorini Today, 2003; www.santorini.net : ‘Geography’). 
It can be reached both by air and sea, with daily flights by two Greek airlines and several 
charter flights from abroad, including daily ferries and speed boats from different parts o f 
Greece; the island connects with Athens, Thessaloniki, Mykonos, Crete, e.t.c. Santorini 
offers unique morphological scenery; the whole 
island is a pile o f volcanic lava, with a caldera 
created from one o f the eruptions, thus leading to 
the formation o f multicolored beaches by the 
volcano’s lava (Santorini Today, 2003). According 
to the Greek Ministry o f Current Affairs and the 
census o f 2001, the permanent population o f 
Santorini just exceeds thirteen thousand six hundred, which during the tourist seasons 
increases significantly to approximately 100,000 visitors per week (www.ypes.gr : ‘Basic 
Information’ ; Santorini Today, 2003; www.santorini.net) . Visitors are hosted in the vast 
variety o f accommodation that can be found on the island, ranging from luxury hotels and 
apartments, to rooms to let and youth hostels (www.greekisland.com : ‘The Atmosphere’; 
www. santorini .net ; Athinorama- Santorini Guide 2003; Santorini Today, 2003). 
Furthermore, the island covers a surface area o f 73 sq. km (www.ypes.gr : ‘Basic 
Information’) distributed among 13 villages (www.santorini.net ).
Fira, also known as Thira or Flora, the island’s capital is situated almost 300 m above the 
sea; the rest o f  the villages are: Akrotiri, Firostefani, Imerovigli, Kamari, Karterados,
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Megalochori, Messaria, M onolithes, Oia, Perissa, Pyrgos and Emporeio (GNTO, 1995; 
Santorini Today, 2000 and 2003; www.argo-holidays.com : ‘Santorini’).
3.3 The Economy of Santorini
Santorini is not a politically and economically autonomous island, as it is part o f Greece. 
Therefore its economy is mainly based on governmental financial support, which includes 
putting up capital for school buildings’ repairs and reconstructions, operation o f nursery 
schools or even political protection (www.ypes.gr : ‘Financial support’).
However, several o f the island’s local activities have been 
generating revenues through the years. The loral Aarirnltnre
cherry tomatoes, fava (yellow split pea),
local variety o f cucumber and zucchinis as well as
watermelons, melons, grapes and figs (Santorini Today, 2000 and 2003; www.santorini.us : 
‘the Island’), capers, goat cheese, one glove garlic, pistachio and several herbs 
(www. santorini .net) . Furthermore, shipping has always had a great historical, financial and 
political importance, with many local seamen and shipping tycoons originating from the 
island. Fishing is another form o f income for the locals, as the surrounding waters are very 
rich and fishermen friendly, and during the summer months demand for fresh fish is 
immense (www.santorini.us : ‘the Island’). Finally, Santorini’s major local products are its 
wines. The island is well known for its strong and tasty wines, with the more popular ones 
being the white nikteri, the sweet red vissanto (‘vino santo’) and tsikoudia (strong grape
yields a limited amount o f vegetables
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schnapps, identical to grappa) (Marie Claire, May 2003; www.gnto.gr: ‘the Greek W ines’;
www.santorini.us : ‘the Island’).
3.4 Cultural and Social Infrastructure of the island
Santorini, as most o f the islands o f the South Aegean district, offers distinguishing cultural 
sites due to the fact that it was constantly inhabited from the pre-historic times until now 
(Master Marketing Plan o f South Aegean, 2003-2006).
Overall, Santorini hosts 5 museums, the Archaeological „  
Museum, the Pre-Historic Thira Museum, the Folklore f f '
Museum, the Maritime Museum and the Archontiko ' .. . * - T■v-y. ' .1 g m $
Argyrou; and 2 Archaeological sites, the Prehistoric t> -
'  ' " v», '  '
Settlement o f Akrotiti (excavations) and the y • ;
Archaeological site o f Ancient Thira (Master Marketing
Plan o f South Aegean, 2003-2006; Santorini Today, 2003; Athinorama- Santorini Guide 
2003; www.santonet.gr: ‘Museums and sights’). The findings o f the excavations at Akrotiri 
are considered to be o f the most important pre-historic settlements o f the Aegean according 
to the Greek Ministry o f Culture (www.culture.gr: Akrotiri o f Thira; www.ncyclades.gr :
‘Tour’). The Cultural Infrastructure o f the island is completed with 
1 the substantial number o f churches found on the island; they
exceed 250 in number, a monastery and 2 nunneries. The several 
churches come from different backgrounds, Orthodox, Catholic
g s*
and Byzantine; and periods o f time, the oldest being built between 
the fourth and fifth century revealing the cultural and religious
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influences the locals had from their conquerors (Santorini Today, 2003; www.ncyclades.gr 
: ‘Tour’).
Santorini is also renowned for its distinguishing architecture ‘The 
Yposkafa’- dwellings carved into the rock, which has been the 
source o f inspiration for many world-wide known architects.
Within the aspa, the volcanic rock o f Santorini, the locals carved 
buildings and entire villages alongside the Caldera (Athinorama- 
Santorini Guide 2003). Due to the exclusiveness o f Santorini’s local architectural elements, 
the Greek Ministry o f Aegean is financing a project about the preservation o f the traditional 
villages and the unique scenery o f the island (www.ypai.gr : The Ministry o f Aegean held a 
meeting at Santorini for the Architecture and the Environment, May 2003).
In addition to these, 3 cultural centers, 2 intellectual centers, 2 movie theatres, 2 local 
newspapers, 8 promotional periodicals, 2 radio stations, 5 libraries, over 20 conference 
facilities (most halls are based in hotels), 1 health center, 12 school units, 1 nursery school, 
7 football and 10 basket-ball courts operate on the island (Master Marketing Plan o f South 
Aegean, 2003-2006; www.ypes.gr : Social Infrastructure). These facilities are controlled 
by both public and private organisations operating on the island.
3.5 History of Santorini
The history o f the island’s people dates 4,000 years back (www.santorini.net ; Athinorama- 
Santorini Guide 2003). However the history o f the land, started much earlier. ‘The volcano 
first manifested itself about 80,000 years ago. Apart from the ash, the crater expelled other,
- 5 2 -
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heavier substances, which covered the surface o f the sea and joined 
X |  with existing islets to form an approximately circular island with a 
diameter o f  14 to 15 kilometers’ (www.greekislands.com : History-
Santorini). ‘The area was inhabited from at least as early as the latter
jlF g* . lÊju
phase o f Neolithic Age and during the third millennium BC the fishing
y  -•* -
village o f Neolithic times evolved into an important regional center; by the beginning o f the 
second millennium it had also become a wealthy port’ (Athinorama- Santorini Guide 2003). 
After a catastrophic earthquake at the end o f the 18th or the beginning o f the 17th century 
BC, the city was destroyed and rebuilt (Athinorama- Santorini Guide 2003; 
www.ncyclades.gr : ‘Tour’). However, the city was buried by lava in the great volcanic 
eruption o f the Late Bronze Age, around 1600 BC (Athinorama- Santorini Guide 2003; 
GNTO, 1995; National Geographic Traveler, September/October 1997; Santorini Today, 
2003; www.greekislands.com). The eruption also destroyed the great Minoan civilization o f 
Crete, as enormous tidal waves arose from the eruption (www.greekislands.com)
The island was first named Strongyle (round) because o f its shape, but was renamed Kallisti 
(beautiful) by its first inhabitants, either the Mycenaeans or Phoenicians and then Dorian 
Greeks, after the eruption at the end o f the 13th century BC. By then, the eruption had sank 
the greater part o f Strongyle and left segments o f it on the surface, the ones now called 
Santorini, Thirasia, Aspronisi, Palaia and Nea Kameni (www.greekislands.com : ‘History’). 
The name Thira was given to the island by Spartans who settled on the island at the end o f 
12th century BC, and named it after their leader (Athinorama- Santorini Guide 2003; 
Santorini Today, 2003). During this period, the island rose, as the harbour, cities and 
temples were built (www.greekislands.com : ‘History’). Furthermore, during the Hellinistic 
period (300-145 BC) the island was used as a naval base by the Ptolemies o f  Egypt
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(www.greekislands.com : ‘History’; Athinorama- Santorini Guide 2003). The ancient city 
o f Thira, dates from this time, but then the island was taken over by the Romans (146 BC). 
In between, Santorini became a Doric colony (9th Century BC); adopted the Phoenician 
alphabet (late 9th -early  8th Century BC); communicated for trade with Crete, Paros, Attica, 
Corinth, Phodes and Ionia (7th and 6th Centuries BC); and took part in the Peloponnesian 
War at the side o f Sparta (www.santorini.net : ‘Historical Outiline’; Athinorama- Santorini 
Guide 2003).
Santorini was covered to Christianity by the 3rd Century AD, with the founding o f the 
church ‘Panagia Episkopi Gonias’, the most worthwhile Byzantine monument to have 
survived, in the late 11th Century AD by Emperor Alexios Comninos 
(www.greekislands.com ). The island was first under the Frankish rule (1207-1579), during 
which time the name Santorini was given to the island (dates from the early 12th Century), 
and then under the Turkish rule (1579-1821). During the final years o f the Turkish rule the 
island socially and culturally evolved, alongside with achieving a great expansion o f 
commercial shipping, which was climaxed after the island became part o f the newly-formed 
Modem Greek state in 1830 (www.greekislands.com ; www.ncvclades.gr : ‘Tour’; 
Athinorama- Santorini Guide 2003). The industry began to grow in the form o f agriculture, 
as mentioned in detail in part 3.2: ‘Economy’, tomato processing and wine-making. ‘During 
the 20th Century the island had to suffer the same decline in commercial |
activity which has afflicted the whole Aegean region, the consequences 
o f the two world wars and the wave o f migration to the mainland ’ 
(Athinorama-Santorini Guide 2003: 61). The island also went through 
14 eruptions between 198 BC and 1950, and a terrible earthquake in
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1950 (www.greekislands.com). Since the late 1970’s though, the island has evolved, mainly 
thanks to the growth of tourism (Athinorama- Santorini Guide 2003).
3.6 Attractions and Activities offered
Santorini is a Greek destination which manages to offer a wide range of activities and 
attractions for its guests, despite its small size. The fact that lately there seems to be a shift 
towards experience traveling, and Santorini giving a number of opportunities of gaining 
travel experiences, (Diamantis, 1999; Luck, 2002) may be the reason for the island’s 
popularity. It should be noted that the island’s resources are a combination of facilities 
offered by both the public and the private sector operating on the island.
More specifically, the island’s tourism resources were summarised in the following (Master 
Marketing Plan of South Aegean, 2003-2006:109):
• Historical sites
• Ancient monuments
• Modem monuments
• Traditional villages
• Museums
• Churches
• Monasteries
• Conference Centres
• Natural Beauty
• Beaches
• Areas of unique scenery
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• Local products
•  Touristic sports activities
Culture and religion has long played an important role in the development o f tourism in 
Greece. The archaeological and religious sites o f Greece and their 
associated museums have always been a major draw o f foreign tourists 
(Nolan and Nolan, 1992; Kalogeropoulou, 1996). Santorini’s cultural 
and religious history has been very rich during the years, as given in 
detail in the previous section o f this chapter (3.4), and therefore is 
often o f great interest to visitors. The island’s history is shared with the 
public by 5 Museums, the findings o f the excavations at Akrotiri, the 
Ancient Thira, more than 250 churches, traditional villages, a monastery and 2 nunneries. 
Tours around the island offer visits to these sites, although the visitors have access to them 
individually as well. Additionally, there are two musical festivals that are organised every 
year on the island; the International Festival o f Classical Music and the Festival for Jazz 
Music, both o f which are visited by friends o f  Classical and Jazz music from all over the 
world (www.iazzfestival.gr : Summer 2003; www.santonet.gr ).
Furthermore, apart from its cultural and historic features, the island has to offer a number o f
relaxing, entertaining and even educational activities
I  * ,rf (www.greekislands.com ; Marie Claire, May 2003). The
island boasts more than 20 beaches, each catering for
ëW&c,
the various tastes and expectations o f the public. The
majority o f the beaches are covered with black pebble 
due to the lava, with the water being clean, cold and deep. Most beaches also offer basic
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facilities such as beach- bars, lounge chairs, umbrellas and tavemas. At the more crowded 
beaches water sports are available, as well as several beach-volley courts and diving 
centers, including water park available at one o f the seaside 
villages. However, there are a couple o f black sand-covered 
beaches with shallow water, more suitable for family vacationers 
with small children; and others more difficult to access but offering more unique sceneries, 
such as reddish pebbles or white rocks around the beach (Athinorama- Santorini Guide 
2003; Santorini Today, 2003; www.santorini.net ). Visitors o f the island can also visit the 
Volcano, its hot springs and the small island o f Aspronisi and Thirassia on day tours, as 
well as take a diving cruise on a submarine around Santorini.
Also, Santorini’s local cuisine based on the local products is another visitor attraction; 
people can not only taste it at the local tavemas, but also take cooking lessons organised by 
a selection o f well-known restaurants on the island. That is really important, as it shows that 
the local community has identified the importance gastronomy plays in the satisfaction and 
amusement o f tourists when visiting a destination (Richards, cited in: Hjalager and
Richards, 2002). Apart from the local cuisine though, Santorini has 
to offers over 300 restaurant options, which satisfy all kinds o f 
gastronomical tastes (Athinorama- Santorini Guide 2003; 
www.santorini.net ).
Santorini has a tradition in producing both white and red wine, 
which is given by the Greek Government the Appellation o f origin 
o f Superior Quality (www.gnto.ur : Gastronomy-The Greek Wines). At the moment 8 
wineries have created facilities ‘where the visitor can take a guided tour, sample the wines
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and watch multi-media presentations’ (Athinorama- Santorini Guide 2003: 136; Atkin, 
August 2003).
Visitors seeking more excitement can experience the Greek nightlife at the vast number of 
clubs, bars and live music places available, as well at the large number of beach bars 
operating during the day and all day café bars (www.santorini.net ; www.greekislands.com 
: The Atmosphere; Athinorama- Santorini Guide 2003 ; Santorini Today, 2003).
The island’s shopping opportunities range from groceries for day to day needs to expensive 
souvenir shops such as art shops and galleries, where sculptures, paintings, icons and other 
decorative objects from around the world can be purchased; jewellery shops (one of the 
best shopping places for gold in Greece); and fashion-shoe stores (Athinorama- Santorini 
Guide 2003; Santorini Today, 2003).
Lately, the island attracts a respectable amount of tourists on ‘Wedding tourism’. As part of 
a more unique service offered by the island, there are a number of private wedding 
coordinator businesses which encourage foreign tourists to hold their wedding on the island 
(www. santorini weddings .com ). The spectacular and unique landscape and the famous 
sunset viewed from the cliffs of Oia (one of the villages) have also contributed to the rapid 
increase of mass tourism during the recent years, attracting couples seeking more romantic 
and relaxed holidays. The distinctive vernacular architecture is considered as a worth- 
seeing attraction of the island as well (National Geographic Traveler, September/October 
1997; Athinorama- Santorini Guide 2003).
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Finally, although the discussion of the island’s activities so far was referring mainly to 
leisure tourists, the island offers a wide selection of conference facilities as well. There are 
over 2 0  conference facilities on the island, ideal for small to medium conferences, 
incentives and business meetings. The majority of the facilities are situated in the leading 
hotels of the island. However, there are also the Petros M. Nomikos Conference Center, and 
the Bellonio Conferential Center, both owned by non profit-making organisations, which 
are open to request.
3.7 Distribution Channels
According to Buhalis (2000), a region’s distribution channel is formulated by the entire 
range of players that bring together its tourism demand and supply. Generally, tourism 
destinations are found to be using a great number of intermediaries as well as other direct 
methods to reach their potential customers (Cooper et al, 1998). Santorini is no exception. 
‘Traditionally the public sector has been involved in destination marketing through 
National Tourism Organisation’s, regional boards such as Destination Marketing 
Organisations (DMO’s) or local authorities’ (Cooper et al, 1998: 412). However, it should 
be noted that the majority of channels used for the promotion of Santorini internationally 
are employed by the private organisations and businesses operating on the island, as the 
official governmental representation, GNTO, provides little information for individual 
Greek destinations. It has been proved that both traditional and electronic intermediaries 
offer great opportunities for the distribution of the destination’s brand and image to the 
consumers (Buhalis, 2000; Gretzel et al, 2000; Palmer and McCole, 2000) and Santorini’s 
public and private authorities have utilized that concept.
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Nevertheless, GNTO is still the first and sometimes the only distribution channel advertised 
for the generation of information about the island (Marie Claire, May 2003). The Greek 
National Tourism Organisation operates 24 Directorates in 18 different countries 
worldwide, which provide information and promotional printed material about Greece and 
its destinations to any interested potential visitors. Appendix IV illustrates the promotional 
material available by the GNTO office in London, U.K. when a request for information 
about Santorini was made; it included a map of Greece, a copy of a promotional magazine 
circulated on the island and a booklet about the Cyclades group of islands, which includes 
Santorini.
However, as mentioned earlier, the majority of distribution channels used, traditional and 
electronic, are organised by a number of private organisations and businesses. The local 
accommodation facilities and travel agencies co-operate with international tour operators 
and travel agents, such as Thomas Cook Holidays, Brendan Tours, Mayflower Tours, 
Homeric Tours and Argos Tours who then promote the island to their loyal clients and the 
countries they operate. Furthermore, advertorials have been placed in international 
magazines numerous times, sponsored by private co-operations of local businesses; the 
‘National Geographic Traveler’ (U.S.A), ‘Marie Claire’ (U.K.), OM-The Observer 
Magazine (U.K.) and ‘Le Figaro Magazine’ (France) are just some of the magazines used in 
the past. Another traditional intermediary used for the promotion of the island is the use 
of travel guides and books. Santorini is found in all travel guides about Greece worldwide, 
whereas there are a number of guides with more specific reference to the island, such as the 
‘Insight Pocket Guide: Aegean Islands, Mykonos and Santorini’ by E.Herring, 1998; 
‘Santorini’ by A. MacLean 1987-2001 and; ‘Mykonos, Santorini and the Cyclades’ by 
D.Facaros, 1998 (www.google.com : Travel Guides of Greece).
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However, electronic intermediaries are used extensively as well. There are a number of 
websites created by local business associations, which provide people with general 
information about the island; have links to car rental companies and accommodation 
facilities; as well as illustrate the available activities on the island and other of its specific 
attributes. Such sites are: www.santorini.gr / www.santorini.com , www.santorini.net, 
www.santorini-today.gr and www.santorini.us . These sites are completely dedicated to 
Santorini, whereas there are a number of travel portals which include information for a 
number of destinations in Greece and worldwide, such as www.santorini-island.biz , which 
is part of the www.greka.com portal, or www.greekislands.com. These websites are 
registered with Greek and Worldwide search engine portals, such as www.in.gr, 
www.vahoo.com , www.google.com and www.altavista.com, and therefore are available to 
a large number of potential visitors. The search about Santorini in one of these search 
engines also generates a large amount of links to e-agents and e-tour operators who co­
operate with the island and provide electronic guides, lists of hotels, restaurants and other 
services available on the island. For example: www.united-hellas.com/tourism/santorini, 
www. santorini. info, www.greekhotel.com/ cyclades/santorini, or
www.exploresantorini.com. What should be noted is that these electronic intermediaries are 
employed by private organisations; therefore the links to the island’s accommodation 
resources, restaurants and other similar facilities list only the businesses that invest in 
advertising.
Finally, these distribution channels were identified through the secondary research 
conducted for the generation of information about the island.
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3.8 Projected image of Santorini
Projected image was defined by Andreu et al (2000:50) in the first chapter o f the literature 
review, section 2.4.2, as ‘a pull factor in the destinations decision process, which is 
transmitted by communication channels targeted at the potential tourist’, as a result o f the 
destinations’ promotional activities (Lubbe, 1998; Murphy, 1999).
Santorini’s communication channels, illustrated in the previous section, project a specific 
image.The island is projected as combining ‘the quiet traditional village for relaxation and 
the sobriety with the cosmopolitan character’ (www.greekislands.com :’ The Atmosphere’). 
However, the GNTO’s approach is more culture-based, as it provides the interested 
audience with the morphological and historic side o f the island (GNTO, 1995).
Governmental institutions promote the more educational attributes o f the destinations due
to their bureaucratic nature, whereas the marketing approach that private- operated 
organisations adopt mainly promotes the attractiveness o f the destinations (Palmer, 1996).
The most often mentioned and promoted element o f the 
island is its beauty and the scenery created by the Caldera and 
the Volcano. More specifically, the following are quotes o f 
some o f the websites and guides used. ‘Thousands o f tourists 
come every year to gape at the caldera o f this vo lcano...’ (www.santorini.us : ‘Presenting 
the island’); ‘Santorini’s rare beauty was created by a massive volcanic erup tion ...’ 
(www.argo-holidavs.com: ‘Santorini’); or ‘The volcanic cliffs o f Santorini are red, brown 
or greenish, surmounted by a string o f white villages’ (Santorini Today, 2003).
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The quality and variety of accommodation and restaurants available on the island is also 
very much promoted; ‘The quality investments that have in recent years been made in every 
sector of the island’s infrastructure, from luxury hotels with impeccable service to gourmet 
restaurants that number among the country’s finest...’ (Athinorama - Santorini Guide 
2003); ‘the island is extremely popular and known for its stylish hotels and apartments...’ 
(Marie Claire, May 2003).
In general, the basic elements of the island that are promoted have been summarised by one 
of Santorini’s main representative websites, www.santorini.net, and are presented next. 
Based on the island’s promotion, Santorini offers:
- Magnificent sscenery
- Bright and sunny weather
- Quality accommodations and restaurants
- Delicious local cuisine and wine
- Exciting entertainment and lifestyle
- A rich history to explore, dating back to the Bronze Age
- Shopping possibilities
3.9 Marketing Plan for South Aegean District
The district of South Aegean, which includes both the Cyclades and Dodecanese groups of 
Islands, sponsored a Master Marketing Plan for the Tourism Promotion of the district for 
the years 2003-2006. Santorini, as part of the Cyclades group was included in this plan and 
will be affected and hopefully benefit from the strategies adopted.
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Due to the high competitive nature of the tourism industry between destinations worldwide, 
the objective of the General Secretariat of the South Aegean District is that the tourism 
promotion will focus on the common elements of the islands, but will still push forward the 
individual characteristics of each island.
The basic foundations of the tourism promotion set by the District include (Master 
Marketing Plan of South Aegean, 2003-2006: 81):
- Promotion o f ‘all’ the islands
- Preservation of each island’s identity
- Selection and promotion of the common characteristics of the islands
- Raise awareness on 6 small’-in terms of tourism attractiveness-islands and enhance the 
more popular ones
- The preservation of the already operating strategies
- The strategies’ time frame is the years 2003-2006
Among others, the district’s projected image is very much influenced by its overall 
perceived quality of services and tourism products according to a survey conducted by the 
General Secretariat of the district (Master Marketing Plan of South Aegean, 2003-2006).
Finally, the opportunities and threats that the promotion of the ‘tourism product’ South 
Aegean has to face should be considered by the planning authorities. These are illustrated in 
Table 3.1. Apart from the opportunities and threats that influence the whole group of the 
islands of South Aegean, the island of Santorini faces a number of opportunities and threats 
in a local perspective. For instance, any problems that may be caused by the ship companies 
which operate the routes to and from the island would influence its accessibility negatively. 
Furthermore, the quality of the island’s local cuisine, in combination with the island’s
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‘industry’ of vineyards and wine making, makes the island ideal for what is called ‘wine 
tourism’ (Athinorama- Santorini Guide 2003: 136; Atkin, August 2003); ‘travel for purpose 
of experiencing wineries and wine regions and their links to local lifestyle’; lifestyle being 
linked among other destination characteristics to local food (Charters and Ali-Knight, 
2002:312).
Table 3.1 Opportunities and Threats of South Aegean’s promotion
Opportunities Threats
• Alternative forms of tourism
• Improvement of offered services
• Benefits to be gained from the development 
of GNTO’s marketing campaign
• Expansion/Improvement of infrastructure 
and touristic facilities
• Differentiation between the islands’ 
characteristics
• Conduction of Olympic Games in 2004
• Promotion due to the Olympic Games of 
2004
• Development of special interest tourism for 
the reduction of seasonality
• Increased competition by other 
Mediterranean destinations
• External factors (e.g. war, political 
instability)
•  Slow down of international economy
• Cyprus as a competitive Mediterranean 
destination
• ‘Turkish Aegean’ as a competitive 
destination
• Mass tourism trend
Source: Master Marketing Plan of iSouth Aegean (2003-2006:83)
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3.10 Conclusion
Santorini is an island with a lot to offer to its visitors. As it has been discussed, the island is 
fairly easy to access from several areas around Greece, and has enough resources available 
to provide a variety of travel experiences to the worldwide increasing market of special 
interest holiday-seekers (Cooper et al, 1998; Feretzakis, 1995). The long history of the 
island and the historic sites (5 museums, 2 archaeological sites), its local culture (local 
products and cuisine) and its unique scenery (volcano, caldera, architecture), in 
combination with basic tourism facilities, such as quality accommodation, restaurants and 
beaches, result in a very tourist-attractive destination.
The island’s promotions had been focusing on projecting these specific elements, through a 
number of international distribution channels; the Greek National Tourism Organisation 
(GNTO), traditional travel agents and tour operators, travel guides and advertorials in 
foreign magazines, as well as a number of websites, either specifically about Santorini or 
being part of electronic travel information portals and e-travel agents and e-tour operators.
Finally, as it was discussed, the public sector’s promotional strategies which include and 
are of concern to Santorini’s planning authorities focus on the joint tourism promotion of 
the whole district of South Aegean. This approach to the district’s promotion will affect the 
individual islands, and subsequently Santorini. The island’s local planning public and 
private authorities of Santorini will be presented by a number of opportunities and threats, 
outside the local area which should be considered for its further tourism development.
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Chapter 4 Methodology
4.1 Introduction
Tourism and destination marketing plays an important role for the tourism 
development of countries and destinations. Greece is a country very much dependent 
on tourism; therefore it needs to adopt a destination marketing approach. The island of 
Santorini offers a great variety of activities and types of tourism. The purpose of this 
study however, is to investigate how well informed the tourists are about these 
activities before their visit to the island; how they get informed; and finally whether 
the image of Santorini perceived by the respondents before their visit reflects what 
they actually receive. The importance of destination image supports the necessity to 
develop measurement techniques. This methodology chapter will focus on the 
research methods and techniques that were used for the analysis of Santorini’s image.
This chapter will first go through the objectives and hypotheses made for this 
research; will then move to the research process that was followed for the gathering of 
the needed data; subsequently the characteristics of the sample size and its design will 
be discussed; followed by the detailed presentation of the techniques used during the 
data analysis; concluding with the identification of the limitations aroused during the 
data collection.
4.2 Objectives and Hypotheses of the study
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The investigation, as stated in the introduction, was to achieve the following 
objectives:
Determine demographic and psychographic (lifestyle) characteristics of the 
respondents.
- Identify the critical factors that determine the destination choice of tourists 
during their decision making process.
- Determine the respondents’ perceptions of Santorini’s image, before and after 
their visit, according to their gender.
- Determine and compare the perceptions of the entire samples’ image of 
Santorini before and after their visit.
- Track tourists’ overall attitudes towards the island, according to the times of 
visit on the island and their way of travel, as well as their pre-visit expectations 
of the island’s facilities, offered activities, etc.
The literature (section 2.6 Consumer Travel Behaviour) indicated a variety of 
elements that could influence the perceptions of travellers towards attributes of the 
destinations to-visit. These elements mostly referred to demographic characteristics, 
which may result in different expectations and views of destinations. Therefore, 5
Methodology
Hypotheses were formed, in order to investigate if there are differences between 
different groups of this research’s respondents. The Hypotheses are:
H%: There is no significant difference between the pre-visit perceptions of males 
and females about the 13 attributes of the island.
H2 : There is no significant difference between the after-visit perceptions of 
males and females about the 13 attributes of the island.
H 3 :  There is no significant difference between the perceptions of respondents 
about the 13 attributes of the island before and after their visit.
H 4 :  There is no significant difference between the overall attitudes of 
respondents visiting Santorini for the first time and those who are on repeat visit.
H5 : There is no significant difference between the overall attitudes of 
respondents traveling independently and those traveling on packaged holidays.
Referring to Q. 13 and Q. 14 of the questionnaire (Appendix V), the Hi and H2 will 
test the possible differences between the male and female respondents’ perceptions of 
the 13 specified attributes of the island, before and after they visited the island 
respectively. These two Hypotheses aim in fulfilling the 3rd objective illustrated 
earlier; ‘determine the respondents’ perceptions of Santorini’s image, before and after 
their visit, according to their gender’.
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The third Hypothesis ( H 3 )  will test the possible differences of the total sample’s 
perceptions about the same 13 attributes before and after their visit on the island, by 
comparing the answers given in both Q.13 and Q.14. Therefore, it aims in achieving 
the conclusions relating to the 4th objective of this research; ‘determine and compare 
the perceptions of the entire samples’ image of Santorini before and after their visit’.
Finally, the final two Hypotheses, H 4  and H 5 ,  aim in reaching conclusions for the final 
objective, ‘Track tourists’ overall attitudes towards the island, according to the times 
of visit on the island and their way of travel, as well as their pre-visit expectations of 
the island’s facilities, offered activities’. The answers of the respondents in Q. 18 and 
Q.19 are summarised as the overall attitudes towards Santorini, which respondents 
developed after they visited the island; both hypotheses refer to factors that might 
have caused differences in these attitudes. H4 tests the differences of the overall 
attitudes between people who were visiting the island of Santorini for the first time 
and those whd were on repeat visit, whereas H5 tests differences in attitudes that might 
relate to the way the respondents’ traveled to the island.
4.3 The Research Process
The dissertation was based on both secondary and primary research and data. The 
methods used were selected according to each method’s features and usefulness 
relating to the subject of the project.
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4.3.1 Secondary research
Secondary Research was conducted first, in order for any existing, relevant 
information to the subject of research to be analysed before the beginning of the 
primary research (McDaniel and Gates, 1998). Secondary data is found to have both 
positive, but also negative aspects. It can be obtained quickly, at a relatively lower 
cost, is usually available easily and can also back up results coming from the primary 
research (Bums and Bush, 2000; McDaniel and Gates, 1998). Despite the many 
advantages of secondary data, McDaniel and Gates (2002) identify four basic 
limitations; the often lack of availability and relevance to the specific subjects and 
researches; possible inaccuracy of data found and finally; the insufficiency of 
secondary data to bring closure to the research problem.
During the secondary research of this project, several source methods were used; 
electronic databases, relevant literature available from libraries, academic journals, 
both electronically and in print- form, as well as publications of Greek institutions 
relevant to the subject. All these can be found in the Bibliography of the project.
4.3.2 Primary research
The Primary research focused on the island of Santorini, which was taken as a case 
study of this project. Primary research is the only way for original data in relation to 
the subject of each project to be obtained (Clark et al, 1998; McDaniel and Gates, 
1998). There are several methods of primary data collection, both quantitative and 
qualitative, but questionnaires, interviews and focus groups are considered to be the
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most important (Sekaran, 2003; McDaniel and Gates, 1998 and 2002; Wright and 
Crimp, 2000). All methods of primary data collection generate a risk of biased 
answers (Burns and Bush, 2000; Sekaran, 2003; Wright and Crimp, 2000); for 
example the respondents might have experienced an accident during an activity and 
therefore answer very negatively about their perception of the island.
Questionnaires are designed to generate the data necessary for accomplishing the 
objectives of the research project, as well as provide standardisation and uniformity in 
the data gathering process (Bums and Bush, 2000; McDaniel and Gates, 1998). In 
addition to that. Brunt (1997) points out that in tourism, quantitative data is often more 
useful in order for managers to make decisions based on structured information. 
Among these facts, a questionnaire was thought to be the most appropriate data 
collection method for this research, as it would enable a larger number of tourists 
(more than 100) to be involved (McDaniel and Gates, 2002; Wright and Crimp, 2000).
This was a site/visitor survey and therefore the questionnaire aimed at generating all 
three types of information that were identified by Veal (1997); respondent 
characteristics; activities/behaviour; and attitudes/motivations. The formation of these 
questions was very much assisted by the findings of the literature review; the 
questionnaire was designed to cover gaps that were identified in the body of 
knowledge generated by the secondary research.
However, it is well understood that quantitative methods, such as a questionnaire 
survey might not generate all the desired information, as the results are in numerical 
terms (Veal, 1997).
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To overcome this, the questionnaire design was done as carefully and as 
professionally as possible; always in reference to other research questionnaires and 
relative literature on questionnaire design. All questions of the questionnaire were 
prepared with the researcher having in mind that they have to be appropriately worded 
and of relevant nature to the responds aimed to be gained (Clark et al, 1998; 
Oppenheim, 1966; Sekaran, 2003).
4.3.2.1 The Questionnaire
The questionnaire was mainly consisted of structured, close-ended questions, with the 
exception of Q.4 “What is your nationality?” and Q.17 “Which would you say is the 
main reason of your visit at Santorini?”, both open-ended questions. However, in their 
analysis, all answers given to both questions were grouped into 7 categories for each 
question. The questionnaire (Appendix V) was divided into three sections.
Firstly, the respondents were asked to provide some personal and demographic 
information. The questions of this section were in a simple categorical format.
The second part of the questionnaire consisted of 14 attributes that according to 
literature appear to be very important for the destination choice of people. The 
respondents were asked to specify the degree these characteristics were important to 
them while deciding their (any) holiday destination. A 5-point Likert-type Scale was 
used for the measurement of the degree of importance of the 14 factors. Behavioural 
elements of the respondents were identified by this section, which are to help the 
further analysis of the data gathered and more conclusions to be drawn.
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The third and final section was constituted of more directly related questions to the 
destination examined, i.e. Santorini. In this section some of the questions were in a 
categorical format, others were using a 5- point and 7-point Likert-type Scale. This 
final section was aiming at obtaining information about the image of the island that 
respondents had before their visit (their perception of the island’s projected image); 
but also their views after they had spent a few days on the island. In addition to these, 
respondents were asked to overall rate their satisfaction and expectations (satisfied or 
not) of the island. This section assisted in the interpretation of visitors’ views of the 
island, in comparison to what the island seems to project, according to the literature.
4.3.2.2 The Pilot Study
The questionnaire was based on literature found around the relevant subjects of the 
research, such as consumer behaviour, important demographic characteristics, but also 
elements of the island of Santorini, as well as activities offered to the visitors. 
However, pilot testing was necessary in order for the effectiveness (easy to 
comprehend and answer) of the questions to be tested (Veal, 1997).
A pilot survey was conducted on the 19th and 20th of June, 2003, in a small sample of 
8 international visitors of the island. The pilot survey tested all aspects of the research; 
the wording and layout of the questionnaire; the question sequencing; the clarity of 
instructions; the analysis procedures and finally estimated the time needed by the 
respondents to complete it (Saunders et al, 2000; Veal, 1997). The sample, which 
consisted of non-native English speakers, considered the questionnaire to be straight 
forward and easy to follow.
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A few orthographical mistakes were identified by a couple of respondents, whereas an 
extra specification had to be made in Q.3, about the respondents’ income levels. More 
specifically, as the sample was going to be international tourists, no figures were used 
for the income level; instead the respondents were asked to rank themselves as low, 
medium or high income earners, which would then indicate their social status. This 
appeared as confusing for the respondents and therefore an explanation was added to 
the original question.
4.4 Sampling design
Firstly, the researcher defined the population of interest for this research. The sample 
approached was constituted of international (non- Greek) tourists, aged 18 and over 
(so that the choice of the destination is their own), who were visiting the island at the 
time of the research; the two-week period, commencing on the 22nd of June and 
finishing on the 6th of July, 2003. Respondents were approached in several places, 
such as travel agencies, hotels, the island’s airport and a number of touristic shops.
Having decided that the data collection method would be done through questionnaires, 
a sampling method was selected. There are two methods of sampling by which the 
sample population of a research could had been chosen; probability and non­
probability sampling (Clark et al, 1998; Sekaran, 2003; Wright and Crimp, 2000).
Probability sampling refers to a situation where all elements of the population have a 
known non-zero chance to be randomly selected (Clark et al, 1998; McDaniel and 
Gates, 2002; Sekaran, 2003). However, for the purpose of this research, a non-
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probability sample was selected, as the samples could not be selected randomly, but 
only purposively; out of convenience (Clark et al, 1998; McDaniel and Gates, 2002; 
Wright and Crimp, 2000). The fact that the sample of this research was selected out of 
convenience might result in biased answers, as the sample will only be approached in 
a specific period of time, and not throughout the whole year or even summer period 
and will only test visitors who speak English (McDaniel and Gates, 2002; Wright and 
Crimp, 2000).
Finally, this being a university research with a number of limitations such as financial 
inflexibility, lack of time or professional research help, a convenience non-probability 
sampling was used. The sample reached was almost 200 people, out of which one 
hundred and six (106) valid questionnaires were generated.
The sample was considered to be appropriate for this type of research, in addition to 
the fact that this is a university project and therefore faces the limitations mentioned 
earlier and will be presented in more detail in section 4.6 and the projects Conclusions 
chapter.
4.5 Data Analysis
The analysis of the data gathered by the questionnaires was done with the use of the 
software package SPSS, version 11.5, whereas some figures were prepared with the 
use of Microsoft Excel program.
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The nature of the questions (mainly close-ended) enabled a variety of statistical tests 
to be reviewed in order for the most appropriates to be finally chosen. The review of 
the available statistical tests through SPSS generated a range of descriptive, 
parametric and non-parametric techniques.
The fact that the variables deriving from the questions were both categorical and 
continuous resulted in a great use of Descriptive Statistics, such as frequencies and 
descriptives, as well as several Cross-tabulations between categorical variables. These 
results were backed up by a range of pie charts, bar/column charts and 
tables/frequency distribution, which were used to present respectively the proportions, 
percentages and finally specific values of the independent variables. These techniques 
assisted mostly in the analysis of the demographics’ and general characteristics’ 
questions; however, were also used in parts of the analysis of the ‘behavioural’ 
questions of the second and third part of the questionnaire.
The subject required the deep investigation of several aspects, like the influential role 
of individual behavioural characteristics to tourism decisions. Therefore, this was an 
exploratory study, as the topic of research has not been investigated in the past 
(Sekaran, 2003).
As Sekeran (2003:120) points out, ‘exploratory studies are also necessary when some 
facts are known, but more information is needed for developing a viable theoretical 
framework’.
The analysis of these ‘behavioural’ questions followed the steps that Sekaran 
(2003:301) identifies: ‘getting data ready for analysis, getting a feel for the data,
Methodology
testing the goodness of the data and testing the hypothesis developed for the research’. 
For the analysis of these questions, Independent-Samples t-test and Paired-Samples t- 
test were selected as the most appropriate to be used. The main reason these 
techniques were chosen was that with the employment of such techniques differences 
between groups can be assessed (Bryman and Cramer, 1999; Norusis, 1997; Pallant, 
2001).
As already mentioned in previous sections of this chapter, in addition to the research’s 
objectives, this research was interested in the effects of demographic characteristics, 
such as gender; on the views and behaviour of people. Such effects were identified 
with the use of Independent-Samples t-tests, according to gender, for Q. 13 and Q.14 
of the questionnaire. Furthermore, the same questions were compared with the use of 
Paired-Samples t-test which explored respondents’ views before and after their visit at 
the island.
Other techniques, such as Analysis of Variance (one-way and two-way) or Factor 
analysis were also considered for the analysis of the data, but were rejected as the first 
is only used for two or more sample groups and the latter to categorise large numbers 
of variables in smaller groups (Bryman and Cramer, 1999; Norusis, 1997; Pallant, 
2001). Neither of them was suitable for this research, as there was only one sample 
group and there were no groups of variables related with each other, respectively.
Before the hypotheses testing, the reliability and validity of the measures, as well as 
the normal distribution of the variables were tested as part of the goodness of the data 
(Sekeran, 2003). All were found as necessary; so finally, the hypotheses illustrated in
Methodology
section 4.2 were identified for each situation and were tested with the methods 
mentioned above. All findings and analysis is presented in Chapter 5 of this report.
4.6 Limitations and Constraints of Data Collection
The data collection of this study was faced with a number of limiting factors. Briefly, 
the nature of this project, being a university project, did not allow a large and possibly 
more accurate sample size to be examined. The data collection lacked financial 
resources, professional knowledge of design and data collection, as well as available 
time period for a more thorough research.
4.7 Conclusion
The intention of this part of the study was to justify the purpose of the research that 
will be analysed in the next chapter. Throughout this chapter, the way and the steps of 
how the research was conducted followed the objectives and hypotheses taken for this 
research. Both secondary and primary research was conducted for the purpose of this 
project. It was decided, after the review of several methods, that a questionnaire was 
the most appropriate method of primary data collection. The questionnaire was 
designed according to the literature of questionnaire design and included several types 
of questions. A pilot study was also used for the testing of the questionnaire’s 
effectiveness. Furthermore, the sample of the research was selected according to the 
sampling stages and was decided that the research would target international tourists, 
aged 18 and over and were on the island, at the time of the research, for at least 2 
days. Moreover, the data analysis will be done mainly by the use of SPSS software
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program and will use a number of statistical methods and techniques, such as 
frequencies; descriptives; cross-tabulations; as well as independent and paired- 
samples t-tests. The last section identified a number of practical limitations that the 
researcher was faced with during the research, this being a university project.
Analysis and Interpretation of Findings
Chapter 5 Analysis and Interpretation of findings
5.1 Introduction
This chapter will present the statistical analysis of the questionnaire survey conducted 
for the purpose of this report. All data gathered was analysed using the Statistical 
Package for the Social Sciences (SPSS) and Microsoft Excel.
5.1.2 Layout of the chapter
The analysis will begin with the presentation of general characteristics of the 
respondents, as well as the frequencies of their answers on several categorical 
questions. Furthermore, the most appropriate for each situation techniques were used 
through the analysis of the data; more specifically Cross-tabulation, Independent- 
Samples t-test, comparing the responses of males and females, times of visit and way 
of travel, as well as Paired-Samples t-test comparing the perceptions of respondents 
before and after their visit on the island.
5.2 The Sample
The questionnaires were administered in a two-week period, commencing on the 22nd 
of June and finishing on the 6th of July, 2003. Respondents were approached in several 
places, such as travel agencies, hotels, the island’s airport and in several tourist shops. 
All people approached were over 18 years of age, international tourists and had been 
on the island for at least 2 days.
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In total, 130 questionnaires were distributed; out of which, 18 questionnaires were 
returned blank by the managers of 3 hotels who did not find enough appropriate guests 
to answer them; 4 were excluded as over 25% of the questions were left blank 
(Sekeran, 2003); and finally 2 were never returned by the respondents during the 
survey at the airport. As a result, a total number of 106 valid questionnaires was 
generated and utilized for this analysis. All 106 questionnaires were found with all the 
questions answered.
5.3 The characteristics of the respondents
The characteristics of the respondents will be examined according to their 
demographics (age; gender; income; education; occupation; nationality; marital 
status). Additionally, whether the respondents were visiting the island for the first time 
or were on a repeat visit; the purpose of their visit; and finally the way of travel 
(independent or packaged) will also be used as independent variables in the 
investigation of the perceived image and expectations about the island.
5.3.1 Age and Gender
As shown in table 5.1, the respondents can be divided in 8 groups according to their 
age and gender. The age was divided into four groups, these of: 18-24; 25-44; 45-64; 
and 65-over.
As illustrated from both Table 5.1 and Figure 5.1, the vast majority of the respondents 
fall under the 2nd (25-44) and 3rd (45-64) age group, with a total (males-females) of 
43.4% and 42.5% respectively for each age group.
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Table 5.1 The Cross-tabulation of Age and Gender
Gender Total
Male Female
Age 18-24 Count 3 8 11
% of Total 2.8% 7.5% 10.4%
25-44 Count 19 27 46
% of Total 17.9% 25.5% 43.4%
45-64 Count 21 24 45
% of Total 19.8% 22.6% 42.5%
65-over Count 0 4 4
% of Total .0% 3.8% 3.8%
Total Count 43 63 106
% of Total 40.6% 59.4% 100.0%
Figure 5.1 The pie chart of the Age of the Respondents
Furthermore, Table 5.1 and Figure 5.2 illustrate the proportions o f male and female 
respondents. There seems to have been a higher response rate by women, especially 
those again from the 2nd and 3rd age groups.
It should be noted that the, roughly, 20% difference in the response rate between 
males and females, as well as the concentration o f respondents’ age between 25 and 
64 years o f age, may have caused some bias in the results o f further analysis.
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Figure 5.2 The pie chart of the Gender of the respondents
41%
59%
5.3.2 Income
The respondents were asked to specify their income level, but not in specific figures, 
as they originated from different countries. For this reason, income was divided into 3 
levels: low, medium and high. Respondents were asked to answer this question with 
respect to how their personal income would be rated according to their country’s 
standards. This question aimed mainly at identifying the lifestyle and social level o f 
the respondents.
The following Table (5.2) and Figure (5.3) present the frequencies and percentages o f 
the respondents’ personal interpretation o f their income level. As it is illustrated, a 
high proportion o f the people, almost 73% o f total, ranked themselves as medium 
income earners.
The literature has identified income; social class and; lifestyle as influential factors o f 
peoples’ perceptions, behaviour and general interpretation o f situations and in this 
case tourist destinations.
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Therefore, this section’s information, as well as this o f previous and next sections, will 
be used in later analysis, when preferences, perceptions and expectations will be 
linked to the income and other personal characteristics o f the sample.
Table 5.2 Income level
Income Frequency Percent %
Low 13 12.3
Medium 77 72.6
High 16 15.1
Total 106 100.0
Figure 5.3 The pie chart of respondents’ income
Ugh
Medium
5.3.3 Level of education
The education levels o f the respondents were grouped into 3 categories: education up 
to primary level; degree and above; and other. As seen in Table 5.3 and Figure 5.4, 
most o f the respondents (72%) have received an averagely high level o f education, 
which is expected to have an effect on their demands, expectations and perceptions o f 
destinations.
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The 14% who answered ‘other’ as a description o f their educational qualifications 
included misinterpretations o f the question, as the largest proportion o f them were 
referring to postgraduate degrees, PhD’s or medical degrees. In addition to these, in a 
couple o f cases, respondents were referring to diplomas related with art.
In general, like the previous variables that have been already analysed earlier in this 
chapter, education is an important influence in peoples’ overall behaviour, as well as 
tourism decisions. More educated people are aware o f and have access to a larger 
number o f information sources than less educated people; and can therefore receive 
information for a larger number o f tourism products or destinations, as well as 
critically evaluate the accuracy o f any kind o f information.
Table 5.3 Education level
Education Level Frequency Percent %
Up to primary 15 14.2
Degree and above 76 71.7
Other 15 14.2
Total 106 100.0
Figure 5.4 The pie chart of Respondents’ Level o f Education
Up to primary 
14%
;ree  and above
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The occupation of the respondents was divided into 8 categories; the first two of 
which, Professional and Administrative, make up almost 60% of the total. A 10% of 
the total answered ‘other’. The answers of this 10% included photographers, medical 
staff and other art-related professions. Table 5.4 and Figure 5.5 illustrate the detailed 
division of the respondents’ answers.
The results of this part of the analysis were expected, as the analysis of the income 
and education variables of the questionnaire, revealed that the majority of the 
respondents were earning medium income and had received higher levels of education 
respectively. Naturally, the majority of the respondents were found to be occupied in 
higher-level positions.
Table 5.4 Categories of respondents’ occupation
Occupation Frequency Percent %
Proffessional 50 47.2
Administrative 13 12.3
Self-employed 20 18.9
Student 6 5.7
Housewife 2 1.9
Retired 4 3.8
Other 11 10.4
Total 106 100.0
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Figure 5.5 The pie chart of the occupation
H o u se w ife
R e tire d
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10%
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47%
5.3.5 Main reason of visit and time of visit
The main reasons o f visiting the island that respondents identified were summed in 7 
categories; holidays, relaxation, scenery, history, tour o f the islands, the volcano and 
others. These were cross-tabulated with respondents’ number o f visits to the islands. 
As is recorded in Table 5.5, almost 40% o f the respondents were on a repeat visit.
It can be noted that the largest proportion o f the people who were visiting the island 
for the first time focused the reason o f their visit on relaxing (17%) and generally 
being on holiday (12%). Whereas, people who had been to the island before spread 
out the reasons o f visit almost equally; only with the option ‘scenery’ receiving 8.5% 
o f the total 38.7%.
The literature part o f this project looked at the printed and on-line material that 
potential visitors can have access to. From this it was concluded that the island was 
projecting a number o f activities to the potential tourist. However the respondents’ 
answers did not reflect this, as the majority o f first time visitors were visiting the
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island during the course of a (relaxing) holiday. This raises the issue of the projected 
and perceived image of the island; terms which have been reviewed in the literature 
review of this project. At this point the island’s projected image does not seem to be 
perceived in full by the first time visitors; however the next sections will enhance this 
result and hopefully assist in reaching a conclusion.
Table 5.5 The Cross-tabulation of Respondents’ Main reason of visit and time of visit
First time of Visit Total
Yes No
Main reason 
of visit
Holidays Count 13 4 17
% of Total 12.3% 3.8% 16.0%
Relaxation Count 18 6 24
% of Total 17.0% 5.7% 22.6%
Scenery Count 10 9 19
% of Total 9.4% 8.5% 17.9%
History Count 5 5 10
% of Total 4.7% 4.7% 9.4%
Tour of the 
islands
Count 8 6 14
% of Total 7.5% 5.7% 13.2%
Volcano Count 4 5 9
% of Total 3.8% 4.7% 8.5%
Other Count 7 6 13
% of Total 6.6% 5.7% 12.3%
Total Count 65 41 106
% of Total 61.3% 38.7% 100.0%
5.3.6 Purpose of visit
The purpose of respondents’ visit was grouped into: holidays, business, both and 
other. An overwhelming 91% of the respondents were visiting the island purely for 
holidays, whereas less that 1% was there for business. A 5.7% answered that they 
were visiting the island for other reasons, without these being specified, as it was not 
requested. Finally, the 2.8% of the respondents was combining business with holidays 
(see Table 5.6 and Figure 5.6 for details).
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Although the secondary research around the island revealed a large commitment o f 
private organisations (e.g. hotels, agencies) for the business tourism o f the island, the 
sample selected consisted almost entirely o f leisure travellers. It should be noted that 
the majority o f the hotels which were used for the distribution o f the questionnaires 
had conference facilities in their premises; so business visitors could have been 
approached. However, the period o f time that the research was conducted could be 
considered as one o f the reasons so few business visitors were found. The end o f June, 
when the research commenced is considered as the beginning o f the high-peak season 
for the Greek islands. Business events are usually organised during less busy seasons.
Table 5.6 The purpose of visit
Purpose Frequency Percent %
Holidays 96 90.6
Business 1 .9
Both 3 2.8
Other 6 5.7
Total 106 100.0
Figure 5.6The pie chart of the purpose of visit
B usiness
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5.3.7 Way of travel
The way o f travel respondents might have chosen was summarised in two categories: 
traveling independently or on packaged holidays. This will be also discussed in 
relation to the respondents’ income levels.
5.3.7.1 Frequencies of way of travel
As shown in both Table 5.7 and figure 5.7, the vast majority o f the respondents (84%) 
chose to travel independently, with only a small proportion (16%) o f the sample using 
packaged travel.
Table 5.7 The Respondents’ way of travel
Way of Travel Frequency Percent %
Independently 89 84.0
Package 17 16.0holiday
Total 106 100.0
Figure 5.7 The Bar chart of respondents’ way of travel
independently package holiday
way of travel
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S.3.7.2 Way of travel and income
As seen in the literature, the two types of travel have been used by academics as a way 
to segment tourists. According to this segmentation, in conjunction with other 
personal and mainly demographic characteristics of the people, the way people travel 
reflects the income they earn. That is because independent traveling is usually much 
more expensive than packaged.
The Cross-tabulation of the way of travel and the income of the respondents (Table 
5.8), in addition to the frequencies presented earlier in tables 5.2 and 5.7 and figures
5.3 and 5.7, help to draw some more specific, for this sample, conclusions.
Table 5.8 indicates that the vast majority of the respondents was traveling 
independently. As shown, that is irrespectively to the respondents’ income; although 
independent traveling is usually more expensive than packaged. These conclusions go 
against the literature around segmentation and the impact of income to the way of 
travel. Additionally, these results came as a surprise, as a large proportion of the 
island’s incoming tourism comes directly from charter flights; whereas international 
tour operators also operate on the island.
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Table 5.8 The Cross-tabulation of way of travel and income of respondents
Way of travel
TotalIndependently
Package
holiday
Income Low Count 12 1 13
% of Total 11.3% .9% 12.3%
Medium Count 62 15 77
% of Total 58.5% 14.2% 72.6%
High Count 15 1 16
% of Total 14.2% .9% 15.1%
Total Count 89 17 106
% of Total 84.0% 16.0% 100.0%
5.3.8 Other characteristics
In this analysis, the Nationality and Marital status variables, when cross-tabulated 
with other variables, gave results with small relevance to this study. For this matter 
their frequencies are presented in this section, but will not be used in the next parts of 
this analysis.
5.3.8.1 Nationality
Table 5.9 and Figure 5.8 illustrate the main nationalities recorded. As shown, the 
largest percentage of answers was generated by Americans, followed by a 
combination of Australians and residents of New-Zealand; British -with a very small 
difference (less than 1%); then Dutch; and finally a grouping of Austrians and Swiss. 
The two final categories, other Europeans and other non-Europeans, included people 
from Italy, Germany, Croatia, South Africa, Peru and China. However, as these were 
small in number it was decided that they were all grouped under these two categories.
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Table 5.9 The breakdown of the Respondents’ Nationalities
Nationality Frequency Percent %
British 16 15.1
American 25 23.6
Australian- 17 16.0New Zealand
Austrian-Swiss 9 8.5
Dutch 11 10.4
Other European 21 19.8
Other non- y 6 6European
Total 106 100.0
Figure 5.8 The Bar Chart of the Nationality of the respondents
3 0
0)
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5.3.S.2 Marital status
The marital status o f the respondents has been calculated in Table 5.10 and Figure 5.9. 
From these it is shown that the majority o f the respondents, averagely 52%, belonged 
to the ‘married/with partner’ group.
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An 11% o f the respondents reported themselves as ‘other’, without however 
specifying their actual status, as this was not requested by the questionnaire. These 
statuses may be for instance divorced or widowed.
Table 5.10 Breakdown of Marital Status of respondents
M. Status Frequency Percent %
Single 39 36.8
Married 55 51.9
Other 12 11.3
Total 106 100.0
Figure 5.9 The pie chart of respondents’ marital status
5.4 Destination Decision Making
The decision making process, either this being about a product or a service (e.g. 
tourism), which consumers or in this case potential travelers go through in order to 
chose for instance a holiday destination, includes some stages (see literature review 
for the detailed process, section 2.6.2) ; one o f which stages is the evaluation o f 
alternatives. In addition, the most important elements o f destinations according to
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tourists, as derived from the general destination and island destination literature, were 
considered for the composition of Q. 8.
Respondents were asked to indicate the importance of several factors, while they are 
in the process of choosing a holiday destination. They were presented with 14 
different factors (see Table 5.11), each of which they had to rate from 1 to 5,1 being 
unimportant to them and 5 very important. Table 5.11 illustrates the mean and 
standard deviation values of each factor, as calculated for all 106 respondents. From 
this, as well as Figure 5.10, it can be seen that overall, respondents feel quite strongly 
about the several factors and consider most of them above the average (value 3 in this 
case, or else neutral) important for the selection of their holiday destination. That can 
be concluded by the fact that the mean values of 12 out of the total 14 factors are 
above 3; only those of nightlife and quality of promotion and advertising fall slightly 
below this. The importance of these factors seems to be also affected according to the 
age, income as well as gender of the respondents.
i
Briefly, it could be noted that each factor plays a different role in the decision of 
holiday destinations. For instance, there are factors that seem to be almost equally 
important to all income levels, such as the culture, the safety, the nightlife, the climate 
or scenery offered at the destination. On the other hand, factors such as the relaxation, 
cost of travel and life, the accessibility and the quality of promotion of the destination 
seemed to become less important as the income level was becoming higher. In 
addition, people with higher income rated as important the variety of accommodation 
and restaurants, whereas these two factors were not given the same importance by the 
lower earners.
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With respect to the age of the respondents, the analysis shows small differences 
between the several groups. Worth mentioning differentiation is noted in the 
importance of the variety of activities offered, the accessibility of the destination, its 
nightlife and the quality of promotion. It was found that the younger the respondents, 
the more important it was to them to find a variety of activities and active nightlife at 
the potential destination. On the other hand, whereas accessibility was shown as 
averagely very important to all age groups, people 65-over showed a 75% 
concentration on that factor as opposed to an average 30% found in each of the rest 3 
groups.
Finally, quality of promotion and advertising seemed to be disinteresting to 
completely unimportant to younger people (18-24 and 25-44 groups) as opposed to 
quite and very important to older respondents (45-64 and 65-over groups 
respectively). The rest of the factors appeared as averagely equally unimportant or 
important to all age groups.
The last cross-tabulation was done in relation to the respondents’ gender. This 
analysis revealed the least differences between the two groups. Most of the factors 
were equally important or unimportant between the two groups, with the exception of 
the destination’s culture, the variety of activities, the nightlife and the local 
transportation system available at the potential destination. The destinations’ culture 
came out being more important for the female respondents with a 23% difference 
from the male respondents. Furthermore, it came out as male respondents considered 
finding a variety of activities and active nightlife at a destination more important than 
females, whereas the second were found to consider a good transportation system 
more important at a difference of 20% from the male respondents. In general, both
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male and female respondents considered the cost of travel and life, relaxation, the 
safety, the climate, the destinations’ location, variety of restaurants and scenery as 
important and very important factors of decision. Overall, both groups were quite 
uninterested in the promotion and advertising of the destination, as well as the variety 
of accommodation, nightlife, variety of activities and cost of life at the destination.
Summing up, irrespectively of the three variables that were cross-tabulated with the 
several factors, there were 4 factors (Table 5.11) which, as calculated had overall 
mean values higher than 4 (the neutral being 3); relaxation, safety, climate and 
scenery. These four factors could then be considered as the most important for the 
destination choice of the respondents.
Table 5.11 The factors of holiday destination choice
N Minimum Maximum Mean Std.
Destination culture 106 1 5 3.76 1.065
Cost of travel 106 1 5 3.54 1.131
Cost of life 106 1 5 3.37 1.141
Relaxation 106 5 4.37 .809
Safety 106 1 5 4.28 .923
Climate 106 1 5 4.11 .876
Variety of activities 106 1 5 3.34 .985
Accessibility/location 106 1 5 3.89 1.008
Nightlife 106 1 5 2.94 1.210
Variety of accommodation 106 1 5 3.58 .838
Variety of restaurants 106 1 5 3.73 .971
Quality of promotion and 
advertising
106 1 5 2.59 1.169
Local transportation 106 1 5 3.53 1.106
Scenery 106 1 5 4.24 .981
Valid N (listwise) 106
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Figure 5 .10  The destination choice factors
Scenery 1 ~.... . : :  '
Local transportation - M l
Quality of promotion and adv. I
Variety of restaurants I . .
2
£o
Va-iety of accomodation
8
5
Nightlife
AccessibilityflocationJOo Variety of activités
C
o Climate h f
ro
! SafetyRelaxationCost of life
Cost of travel I ■
Destination culture
0 1 2 3 4 5
Mean
□ Series 1
5.5 Sources of information about Santorini
5.5.1 Frequencies of information sources
The sources that supply people with information about tourism products, such as 
destinations have received great research; parts o f which have been mentioned during 
the literature review o f this project as part o f the distribution channels used. In the 
example o f Santorini the secondary research presented a number o f  information 
channels that were used, and therefore these were also included in the relevant question. 
Subsequently, the respondents were given a choice o f 8 different sources o f information 
and were asked to indicate from which o f these they had generated their knowledge 
about the island. The choices and the respondents’ answers are summarised in Table 
5.12 and Figure 5.11.
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Table 5.12 The percentages of respondents’ use of the information sources
Source Frequency Percentage %
Friends and family 64 60.4
Travel Agent 8 7.5
Travel guides 43 40.6
Tourist offices 6 5.7
Articles 17 16
TV Programmes 18 17
Advertisments 7 6.6
The Internet 33 31.1
Figure 5.11 Bar chart of the sources of information used by respondents (%)
70
Source of knowledge
The table (5.12) and Figure (5.11) indicate that the respondents had got most o f their 
information about the island from their friendly environment (friends and family- 
60.4%); travel guides (40.6%); and the Internet (31.1 %).
The fact that, a usually very popular information source, such as the travel agents 
received a 7.5% is strongly related with the fact that the majority o f the respondents 
were traveling independently (see section 5.3.7). Therefore this might not have led to 
the same conclusions if  the sample examined had used packaged traveling.
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5.5.2 Sources of information and Age
As it has already been mentioned earlier, age is one of the demographic characteristics 
that according to ‘consumer behaviour’ plays an important role on people’s lifestyle, 
perceptions, as well as preferences. Therefore, the age of the potential traveler can also 
influence the ways this person will generate information about potential destinations. 
This was proved through this research; Appendix VI illustrates the cross-tabulation of 
each of these sources of information with the respondents’ age. Briefly a few comments 
could be made.
The age group 18-24 gave greater emphasis on the views of their Mends and families 
(as has been the case in the total of the respondents (section 5.5.1)). They seemed to 
ignore travel agents, national tourist offices, TV programmes and advertisements 
completely, whereas travel guides, articles in press and the Internet were not their main 
information sources either.
The group aged 25-44 were more open to the different kinds of information generation, 
with Mends and family, travel guides and the Internet being on the top of their list. 
They were found to use all types of sources mentioned but in smaller proportions than 
the 3 already mentioned.
The ones’ aged 45-64 again were found to be using several information sources to 
obtain information about the island. For once more Mends and family was the more 
popular source of information, followed by travel guides, TV programmes and the 
internet, with however a large percentage difference between the first source and the 
rest.
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Finally, the respondents aged 65 and over seemed to have used mainly travel agents for 
their information, followed by travel guides and articles and practically ignoring the rest 
of the available sources.
Summarising the results of this cross-tabulation, it could be said that as expected, the 
older the respondents, the more traditional were the sources of information used. In 
addition to that, this analysis indicated that the younger respondents (18-24) did not use 
many sources of information, and were possibly just interested in visiting another new 
place, whereas the middle age groups (25-44 and 45-64) were more interested in 
specific elements of their potential destination; therefore, seek a variety of sources of 
information.
5.6 Image of Santorini
The image of a destination, projected and perceived, is one of the most important 
elements discussed in tourism marketing. As has been established through the 
theoretical part of this report, there are many factors, not always related to marketing, 
that compose the perceived image of a destination. Some of these factors were found to 
be other people’s opinions and views of the destination in discussion that are then 
expressed to the general public; some very distinctive elements and activities available 
at the destination; or even every day, practical elements needed for the comfort of the 
visitors. The reviewed general literature around ‘destination image’, in combination 
with the attributes of the island promoted by the locals, leaded to the selection of 13 
attributes of the island.
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These 13 attributes were used in the composition of two identical sets of questions for 
the respondents to answer. The respondents answered in the first set according to what 
they thought of these attributes before their visit on the island and in the second set 
according to their feelings for the same attributes after they had visited the island and 
spend some time there.
A Likert-type scale of 1-5 was used to describe the closest view of the respondents to 
each statement. 1 was the closest answer to the positive aspect of each statement and 5 
was the closest to the negative aspect of the statement. That is why in the following 
analysis of the questions’ mean values, the closest the mean value will be to 1, the better 
would then be the overall views of the respondents for the specific statement.
Each of the next two sub-sections (5.6.1-before visit; and 5.6.2-after visit), will be 
separated in another two sections, which will analyse the data with the use of different 
statistical techniques. Firstly, the overall pre and after visit image will be discussed with 
the use of mean values, whereas next, independent samples t-tests will be used in each 
section in order to compare the mean values of respondents’ perceptions on 13 
attributes of the islands, according to their gender.
In order to proceed to independent t-tests, several assumptions (see section 4.5 of 
Methodology chapter) had to be tested. This being successful, the t-tests were used for 
the analysis of the data.
The research is interested in both the examination of the image respondents had in each 
situation, and that is exactly what is done by this analysis; it enables any significant
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differences between the projected and the perceived image to be identified, by 
comparing the secondary research’s results with the results of these questions.
5.6.1 Pre-visit image
5.6.1.1 Overall Image Before Respondents’ Visit
The image that respondents had about the island before their first visit, had to be 
examined first. The mean values of the responses are illustrated in the following table 
(5.13) and figure (5.12). It should be reminded that the smaller the mean value, the 
better the overall image the respondents had about the specific attribute of the island.
Table 5.13 The mean of the scores about Santorini’s Image Before Respondents’ Visit
Attributes Mean
Tourist sites 2.65
History 2.06
Local culture 2.22
Restaurants 2.32
Cost of life 3.26
Nightlife 2.70
Accomodation 1.95
Friendly locals 1.92
Shopping Market 2.64
Access 2.46
Beaches 2.38
Scenery 1.64
Transportation 2.60
- 1 0 4 -
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Figure 5.12 The Overview of Santorini’s Image Before Respondents ’ Visit
□ Series 1
Attributes
Overall, the views o f the respondents were positive, as indicated from Table (5.13); as 
the largest mean value was that o f ‘cost o f life’, at 3.26, slightly over the neutral value 
o f the scale: 3. It can be observed (Table 5.13 and Figure 5.12) that the island overall 
was expected to offer a quite nice scenery (mean=1.64), a quite satisfactory 
accommodation (mean=1.95) and quite friendly local people (mean=1.92). These three 
values seem to be expected as the most positive attributes o f the island by the 
respondents before their visit.
These figures show that overall Santorini has managed to project a relatively positive 
image to their potential customers. What is more important though, is to examine 
whether this image was sustained as positive as it was after the stay o f the respondents 
on the island. This will be discussed in section 5.6.2.1 where the after visit image o f the 
same attributes is discussed.
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5.6.1.2 Independent-Samples t-test (before visit)
As gender was illustrated as an important segmentation factor by marketers as it was 
recognised as an important influential factor of perceptions (literature review-section 2.4 
Segmentation), it was decided that Independent-Samples t-test would generate useful 
information, as to whether the specific sample’s perception were different among the two 
gender groups.
Table 5.14 illustrates all the necessary values, separately for males and females, for the 
following Hypothesis to be examined:
H0: There is no significant difference between the pre-visit perceptions of males and 
females about the 13 attributes of the island.
Hi: There is significant difference between the pre-visit perceptions of males and 
females about the 13 attributes of the island.
A quick observation from Table 5.14 could be the comparison of the mean values 
between males and females. It can be seen that in all attributes, the mean values of the 
male and female respondents’ perceptions are very similar. However, there are more 
accurate techniques to examine the difference between the two groups. That is with the 
examination of the Sig. (2-tailed) value. Looking first at the significance level value at the 
same table (5.14), it can be observed that all values, except the one of 
“history/archaeology”, have Sig. (2-tailed) values p>.05. This indicates that when looking 
at the t-value and the Sig. values, the values of interest are the ones’ at the first row 
(Equal variances assumed); except in the case of “history/archaeology”, where the
-106 -
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second value should be used (Equal variances not assumed). These can be found 
highlighted in Table 5.14, for matters of convenience.
According to the Sig. (2-tailed) values (above the required cut-off p=.05), there was no 
significant difference between the perceptions male and female respondents’ had before 
their visit about the several attributes of the island. The only value below .05 (.020) was 
the sig. (2-tailed) of “cost of life”; therefore, there was a significant difference between 
how males and females perceived the cost of life of Santorini before their visit.
Subsequently, we could conclude that we accept the H0; that there is no significant 
difference between the pre-visit perceptions of males and females about the 12 attributes 
of the island. The H0 can not be accepted for the ‘cost of life’, as it was seen that there 
was a significant difference between the pre-visit perceptions of males and females. 
Therefore, for the specific attribute, the Hi is accepted. Still, overall it could be concluded 
that there were no significant differences between males’ and females’ pre-visit 
perceptions.
The fact that the majority of the attributes were perceived similarly by both males and 
females respondents shows the consistency of the image of Santorini between the two 
groups. This could also be linked to the ways people got informed about the island. In 
Appendix VII it can be seen that there is little differentiation in the sources of information 
used by males and females. This emphasises the conclusions drawn from the t-test, as 
having similar sources of information would naturally result in similar views and 
perceptions.
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5.6.2 After-visit image
5.6.2.1 Overall Image After Respondents’ Visit
As mentioned earlier the respondents were asked to rank their views about 13 attributes of 
the island according to the image they had for these attributed before and after their first 
visit on the island. The mean values of the respondents’ views after their visit are 
summarised in Table 5.15 and illustrated graphically in Figure 5.13. Again, the closer the 
mean values are to 1, it means that the respondents had more positive images of the 
attributes.
Table 5.15 The mean of the scores about Santorini’s Image After Respondents’ Visit
Attributes Mean
Tourist sites 2.25
History 1.92
Local culture 2.07
Restaurants 1.97
Cost of life 3.25
Nightlife 2.52
Accomodation 1.75
Friendly locals 1.65
Shopping Market 2.38
Access 2.07
Beaches 2.17
Scenery 1.49
Transportation 2.21
As with the values of the pre-visit views of the respondents (Table 5.13), the overall 
image they had after their visit, appears positive; as the mean values are all below the 
neutral value (3), except for the ‘cost of life’, with a mean value of 3.25. Five attributes 
are between 1 and 2 (i.e. quite positive); scenery, friendliness of locals; accommodation; 
restaurants and; history.
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The fact that the image o f  respondents remained positive after their visit is very 
encouraging, as it indicates that the projected image o f the island is representative o f the 
actual elements that compose it. Briefly, the mean values o f the attributes before and after 
the respondents visit look lower, therefore more positive. However, for more accurate 
analysis a Paired-Samples t-test is employed; the analysis o f which is illustrated in section 
5.6.3.
Figure 5.13 The Overview of Santorini’s Image After Respondents ’ Visit
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S.6.2.2 Independent-Samples t-test (after visit)
Following the same technique as in section 5.6.1.2, an independent samples t- test was 
used in order to examine and compare the mean values o f respondents’ perceptions on 13 
attributes o f the islands after their visit, according to their gender. A Hypothesis will be 
taken in this situation again:
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Ho: There is no significant difference between the after-visit perceptions of males 
and females about the 13 attributes of the island.
Hi: There is significant difference between the after-visit perceptions of males and 
females about the 13 attributes of the island.
Looking at Table 5.16, and according to the way the results were interpreted in section
5.6.2.1, the Sig. (2-tailed) values of the majority of variables appear to be above the 
required cut-off .05. There was again the exception of one value, as in the t-test of pre­
visit perceptions; this of “shopping market”, with a value of .001. This, for once more, 
shows that there are no significant differences in the way males and females perceived the 
several attributes that constitute the image of the island.
Therefore, null Hypothesis is accepted, as there is no significant difference between the 
after-visit perceptions of males and females about the 12 attributes of the island. Again, as 
in the Independent t-test for males’ and females’ pre-visit perceptions, the Hi should be 
accepted for the ‘shopping market’ attribute, as it showed significant difference between 
the after-visit perceptions of male and female respondents.
Overall, for once more then, the Independent-Samples t-test indicated that male and 
female respondents of this research perceived the several attributes of the island in a 
similar way.
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5.6.3 Comparison of Santorini’s image pre and after visit
5.6.3.1 Paired-Samples t-test
A Paired-Samples t-test was conducted to examine and compare the perceptions of 
respondents before and after their visit. Another Hypothesis was tested; that is:
Ho: There is no significant difference between the perceptions of respondents about 
the 13 attributes of the island before and after their visit.
Hi: There is significant difierence between the perceptions of respondents about the 
13 attributes of the island before and after their visit.
This final Hypothesis examined the possible differences of the total sample’s perceptions 
about the same 13 attributes before and after their visit on the island, by comparing the 
answers given in both Q.13 and Q.14. In order for any significant differences to be identified, 
the Sig. (2-tailed) values should be looked at. If the Sig. (2-tailed) value is less than .05, then 
there is a significant difference between the two occasions examined; if the value is larger 
than .05, then there is no significant difference (Pallant, 2001).
As it derives from Table 5.17, the majority of attributes received Sig. (2-tailed) values p< .05. 
Therefore, there was a significant difference between the perceptions people had of 
Santorini’s attributes before and after their visit. More specifically, according to their Sig. (2- 
tailed) values, only 3 attributes were perceived similarly by the respondents in both 
occasions; cost of life; nightlife and history/archaeology of the island. The rest 10 attributes 
were found with a significant difference of perceptions.
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When the mean scores of these 10 attributes in each situation are compared (see Apendix 
VIII), it can be seen that there was a statistically significant decrease in the perception scores 
from before the peoples’ visit and after it for all these 10 attributes. However, as the questions 
examined were based on a five-point Likert-type Scale, where l=the most positive 
perception, 5=the most negative perception, the statistic decrease in the perception scores, 
really indicates that respondents perceived these attributes more positively after they visited 
the island. Figure 5.14 illustrates a clear diagram of the comparison of the general image of 
Santorini before and after respondents’ visit.
Having established that there was a significant difference between the perceptions of image 
about the majority of attributes, the Hi is accepted for these 10 attributes that presented a 
significant difference. As for the ‘cost of life; nightlife and history/archaeology’ attributes of 
the island, the H0 hypotheses is accepted.
From a managerial point of view, although the significant difference that was found between 
the perceptions of respondents before and after their visit indicated an even more positive 
perception of the attributes after people’s visit, still the fact of there being a difference should 
be further discussed.
In order to create an image for their prospective destination, potential visitors use a number of 
information sources; mainly several distribution channels and people who have already 
visited the destination. It could be argued that the already operating distribution channels and 
techniques followed by the island’s authorities and private businesses have partly failed to 
communicate the attributes of the island to their full extent. In the long-run, the results of this 
research could assist the locals in interpreting problems in their communication with their
- 1 1 6 -
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potential visitors, as well as in finding out what people perceive about the island with the 
current methods used.
Table 5.17 Paired-Samples t-test Comparing the Image of respondents Before and After their visit
Paired Differences
Std. Std. Error
Mean Deviation Mean t Sig. (!-tailed)
Pair 1 Local culture - Local culture! .15 .766 .074 2.029 .045
Pair 2 Variety of restaurants -  
Variety of restaurants! .35 .967 .094 3.718 .000
Pair3 Cost of life - Cost of life! .01 1.065 .103 .091 .927
Pair 4 Nightlife -  Nightlife! .18 1.049 .102 1.759 .082
Pair 5 Accomodation -  Accomodation! .20 .920 .089 2.217 .029
Pair 6 Local friendliness -  
Local friendliness! .27 .991 .096 2.843 .005
Pair 7 Shopping market -  
Shopping market! .26 .919 .089 2.961 .004
PairS Accessibility -  Accessibility! .40 .933 .091 4.373 .000
Pair 9 Care of beaches - Care of beaches! .21 .943 .092 2.265 .026
Pair 10 Scenery -  Scenery! .15 .614 .060 2.531 .013
Pair 11 Local transportation system -  
Local transportation system! .40 .973 .094 4.194 .000
Pair 12 Tourist sites to visit -  
Tourist sites to visit! .41 1.128 .110 3.703 .000
Pair 13 History/archaelogy - 
History/archaelogy! .13 .906 .088 1.501 .136
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Figure 5.14 The Image of Santorini Before and After Respondents’ Visit
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* The image was measured based on a five-point Likert-type Scale, where l=the most positive 
perception,
5=the most negative perception.
1. Many tourist sites / Few tourist sites
2. Interesting history / Uninteresting history
3. Interesting local culture / Uninteresting local culture
4. Great variety o f restaurants / Small variety of restaurants
5. Low cost of life / High cost of life
6. Active nightlife / Inactive nightlife
7. Satisfactory accommodations / Unsatisfactory accommodations
8. Very friendly local people / Not friendly local people
9. Good shopping market / Poor shopping market
10. Easy access to the island / Difficult access to the island
11. Well taken-care beaches / Poor taken-care beaches
12. Beautiful scenery / Unattractive scenery
13. Efficient local transportation system / Inefficient local transportation system
1
Most positive
Pre-visit 
After visit
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As a variety of activities offered on the island was generated from the secondary 
research of the island (Chapter 3), respondents were asked to specify which of these 
they already had or would participate at during their stay. Table 5.18 illustrates the 
frequency and exact percentages of their responses, while Figure 5.15 provides the 
percentages with a diagram; at a format which enables the immediate comparison 
of the activities.
As shown in both Table 5.18 and Figure 5.15, a large proportion of the respondents 
had already visited, or was going to visit the island’s beaches (79.2%), several 
historic sites (69.8%), as well as the volcano (64.2%). These activities, as found in 
the literature, are included in the most promoted activities, by the island. High 
interest was shown towards traditional villages (54.7%), and visits to Thirassia 
(48.1%), as almost half respondents selected them.
Overall, respondents seemed to be interested in all activities quite a lot, with the 
exception of attending business meetings/conferences (2.8%) and weddings (5.7%). 
The low response rate to the ‘business meetings/conferences’ option is related with 
the fact that the majority of the sample (90.6%) was visiting the island for pleasure 
purposes and not business (Table 5.6).
Analysis and Interpretation of Findings 
Table 5.18 Breakdown of the percentage of respondents’ interest of the island’s activities
Activities Frequency Percentage %
Business 3 2.8
Cuisine lessons 14 13.2
Volcano 68 64.2
Wine tasting 45 42.5
Historic sites 74 69.8
Religious sites 44 41.5
Thirassia 51 48.1
Beaches 84 79.2
Museums 40 37.7
Sports 26 24.5
Tr. villages 58 54.7
Wedding 6 5.7
Figure 5.15 Percentage of activities respondents had or would participate
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5.8 A ttitudes tow ards S an to rin i
5.8.1 Overall Attitudes towards Santorini
Table 5.19 is used to obtain the overall image, views and meeting o f expectations o f 
the respondents, according to their own ranking; questions 18 and 19 o f  the 
questionnaire needed straightforward answers to these attributes. Both questions 
used a 7-point scale, with 1 being the extreme negative answer and 7 the extreme 
positive.
As seen from the table (5.19) all three attributes that comprise the overall image
that visitors obtained before and during their visit, received very high scores
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(positive), as their mean values do not fall below 5.89; neutral value being 4. 
Additionally, out of the three sub-questions ‘whether the respondents expectations 
were met or not’ received the lowest mean value the minimum value given was 3 
(‘almost worse than the expectations’). The other two sub-questions received lower 
values than that, but still overall turned out with values almost extremely positive. 
These could lead us to the conclusion that the respondents felt that they had 
expected more of some of the island’s features, but still got a very satisfactory 
experience during their visit.
Table 5.19 The Overall Attitudes towards Santorini
N Minimum Maximum Mean Std. Deviation
Reccommendation to others 106 1 7 6.35 1.113
Overall satisfaction 106 1 7 6.21 1.030
Expectations 106 3 7 5.89 1.141
5.8.2 Independent-Samples t-test of the Overall Attitudes towards Santorini
Independent-Samples t-test were used in order to obtain information around the 
overall attitudes that people obtained about the island, after they had stayed there 
for at least 2 days. More specifically, the research was interested in the differences 
that might appear in the overall attitudes obtained between people who were 
visiting the island for the first time and those who were on a repeat visit, as well as 
differences between independent and packaged-holiday travelers.
-1 2 1 -
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5.8.2.1 According to the Times of visit
Following the way of Independent-Samples t-test were used in sections 5.6.2.1 and
5.6.2.2, a hypothesis was taken, as to how the times respondents had visited the 
island affected their overall attitudes towards it.
H0: There is no significant difference between the overall attitudes of 
respondents visiting Santorini for the first time and those who are on repeat 
visit.
Hi: There is significant difference between the overall attitudes of 
respondents visiting Santorini for the first time and those who are on repeat 
visit.
Table 5.20 shows that all three attributes examined, ‘Reccommendation to others. 
Overall satisfaction and Expectations’, generated Sig. (2-tailed) values >.05. 
Therefore, it can be concluded that both groups, first time and repeat visitors, have 
generated similar attitudes towards Santorini. As this was seen from section 5.8.1, 
the overall mean scores of these attributes, for the total of respondents was very 
positive. Therefore, as both first time and repeat visitors have similar attitudes; their 
attitudes would still be positive.
Having identified that there is no significant difference between the overall 
attitudes of respondents visiting Santorini for the first time and those who are on 
repeat visit, the H0 is accepted.
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\
S.8.2.2 According to the Way of travel
Similarly to section 5.8.1.1, another hypothesis was tested:
H0: There is no significant difference between the overall attitudes of respondents 
traveling independently and those traveling on packaged holidays.
Hi: There is significant difference between the overall attitudes of respondents traveling 
independently and those traveling on packaged holidays.
Table 5.21 illustrates all the necessary information for the testing of this hypothesis. For once 
more, when looking at the Sig. (2-tailed) values of all three attributes that comprise the 
Overall Attitudes of respondents towards Santorini, these values are >.05. Therefore, these 
two groups, independent and packaged travelers, showed no significant difference between 
the attitudes they developed for the island.
Establishing the fact that there is no significant difference between the overall attitudes that 
independent and packaged travelers have about the island, the H0 is accepted.
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5.9 Summary
This chapter has provided a thorough analysis of the respondents’ demographic 
characteristics, as well as the important factors of decision making, and finally pre and after 
visit images of Santorini. Overall Santorini was perceived positively by the respondents, who 
appeared relatively informed on the several features of the island.
During the analysis, the respondents were segmented according to the way they traveled, 
independently or on packaged holiday; as well as their age or gender. Segmentation and its 
importance to marketing have been discussed in the literature part of this report. Still, it 
should be pointed out that segmenting the respondents enabled the analysis to draw more 
specific conclusions around the subject of the research; conclusions possibly helpful from a 
managerial perspective for the island’s authorities.
Therefore, with regard to the different characteristics of the respondents, there were more 
female than male respondents; the largest proportion of respondents were aged between 25- 
64, were medium income earners, with high levels of education and hold high work positions. 
In addition, almost a quarter of the respondents came from the United States of America; the 
majority of the total of respondents was either married or lived with partner and finally; an 
84% were traveling independently.
Furthermore, people who had visited Santorini before were more open into a variety of 
activities, as opposed to those who were visiting for the first time and wanted to enjoy 
relaxing holidays. It was also found that age differentiated people’s prioritisation of factors 
that influence their destination choice, in addition to the information sources that they used.
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Moreover, in relation to the island’s attributes, gender was found not to influence people’s 
perceptions, as both groups appeared to have similar pre and after visit images of the island. 
On the other hand, significant differences were found in the images of 10 of the 13 attributes 
between respondents’ perceptions of these attributes before and after the visit. The difference 
was positive, and therefore the perceptions respondents’ had of the island’s image became 
from positive (before visit) to more positive (after-visit).
Finally, the independent-samples t-tests that were used for the testing of the possible 
differences in people’s attitudes towards Santorini after their visit, according to the times of 
visit and their way of travel revealed for once more, no significant differences between the 
groups. These results might be used from a managerial perspective when the island’s 
authorities and private businesses are marketing the island. Since the gender, times of visit on 
the island and way of travel indicated no significant differences; people could be targeted 
with similar marketing and promotional approaches.
Conclusions and Recommendations
Chapter 6 Conclusions and Recommendations
6.1 Introduction
The aim of this study was to examine the image of a Greek island, Santorini as 
perceived by international visitors who were on the island at the time of the research. 
The purpose of this chapter is to reach some conclusions about the study, based on 
both the literature and the findings of the questionnaire survey conducted. The chapter 
will illustrate the usefulness of both theoretical and practical information gathered for 
conclusions to be reached, by reviewing each chapter of the report. This way, the 
theoretical part will be linked to the primary data gathered.
Furthermore, the managerial implications of this research’s conclusions, appropriate 
for the island’s local planning authorities to use for the promotion and general 
development of the island’s image, will be discussed. Next, the limitations faced by 
the researcher during the conduction of the research will be presented. The chapter 
will conclude with the recommendations of other academic areas that could be further 
researched for more in depth results to be reached.
6.2 Discussion of the findings and Conclusions
The literature review was divided into two chapters. The first chapter’s (Chapter 2) 
purpose was to introduce the theoretical framework, set the intellectual foundations 
for the composition of the questionnaire and assist in the interpretation of the results 
generated by the questionnaire survey. This chapter of the literature review went
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through a series of academic resources and secondary analyses around the concept of 
destinations; their development, planning and marketing. The general characteristics, 
features and development of islands as Tourism Destinations were also discussed, as 
islands destinations offer a number of unique features in addition to the ones that 
characterise all destinations. Furthermore, the concept of Destination Image was 
discussed in detail, as it was the main subject of interest for this report. This helped in 
the identification of the elements that would compose Santorini’s image in the eyes of 
visitors and the classification of the methods and distribution channels of promotion 
used by the island’s local authorities, as illustrated in the second chapter of the 
literature review. Finally, the literature around the Consumer Travel Behaviour was 
also reviewed, with a more extensive analysis on the travel consumer analysis and 
destination choice, which again assisted in parts of the questionnaire design and 
analysis.
The second part of the literature review (Chapter 3) aimed in the presentation of the 
several elements of Santorini. These elements were used to format the questions of the 
questionnaire that were specifically aiming in the gathering of information in relation 
to the island’s image.
The fourth chapter presented the Methodology used in the gathering of both secondary 
and primary data. In this chapter the objectives and hypotheses of the research were 
set, and the methods and techniques of reaching the objectives and testing the 
hypotheses were presented. The Methodology chapter aimed in identifying the most 
appropriate techniques for the more accurate generation of information about the 
subject, from the selected sample.
Conclusions and Recommendations
Chapter 5 served the purpose of presenting the statistical analysis of the answers 
generated by the questionnaires, as well as tested the usefulness of the research. The 
sample consisted of 106 respondents, with an approximate 40% and 60% distribution 
among males and females respectively. The majority of the respondents were 
Americans, followed by Australians-New Zealand and British visitors, and most fall 
under the 25-44 and 45-64 age groups. Furthermore, the majority of the respondents 
ranked themselves as medium and high income earners with respect to their county’s 
income levels; had received higher levels of education and; subsequently held higher 
working positions.
The vast majority of the respondents (91%) were visiting the island purely for leisure, 
whereas almost 40% of the whole sample was on a repeat visit on the island. The main 
reasons of visit of people on repeat visits were distributed almost equally among being 
on holidays and needing relaxation, the island’s scenery, history, interest of the 
volcano and being on a tour around the Greek island. On the contrary, the majority of 
first-time visitors identified as their most important reason of visiting Santorini the 
relaxed holidays they could enjoy there, as well as the beautiful scenery offered. 
Lastly, in relation to the respondents’ personal characteristics, it was found that 
irrespectively of their income levels, most of the visitors had chosen to travel 
independently.
Next, before asking specific questions about the island, the questionnaire aimed in 
examining the importance several factors had during the choice of destinations. This 
part served as an introduction of the further section which made these factors more 
precise and applied them to Santorini’s elements and attributes, to the respondents.
Conclusions and Recommendations
Overall, respondents felt quite strongly about the majority of the factors and were 
found to consider them above the average (value 3 in this case, or else neutral) 
important for the selection of their holiday destination. The factors given were: learn 
about other cultures; cost of travel; cost of life at the destination; relaxation facilities; 
safety; climate; variety of outdoor activities; accessibility; nightlife/ entertainment 
facilities; variety of accommodation; variety of restaurants; quality of promotion; local 
transport and; scenery. Out of these 14 factors, only the destinations’ nightlife and 
quality of promotion was found to be fairly unimportant to the respondents, which 
however could be deriving from the fact that the majority of the respondents belonged 
to the age groups above 25 years of age; therefore do no seek very active lifestyles. In 
general, the perception of these factors and their importance on their destination 
choice were found be affected mostly by the respondents’ income, but also age, and 
gender.
Briefly, factors such as the relaxation, cost of travel and life, the accessibility and the 
quality of promotion of the destination seemed to become less important as the 
income level was becoming higher. Furthermore, the younger the respondents, the 
more important it was to them to find a variety of activities and active nightlife at the 
potential destination, whereas accessibility was shown as extremely important to 
people 65-over, showing a 75% concentration. Finally, age was not a great differential 
choice factor, as both groups were found to consider almost equally important and 
unimportant the choice factors given. However, the destination’s culture and 
reliability of local transportation system was considered more important by women, 
whereas the variety of activities and the nightlife of the destination were elements of 
greater concern for the male respondents.
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Moving to the discussion of the findings of the third and final part of the 
questionnaire, which referred exclusively on the respondents’ views and knowledge 
about Santorini, the analysis generated a series of results. Statistical information was 
generated about the sources of information used by visitors before their visit, their pre 
and after visit views of the island, the activities of interest to them as well as their 
overall impressions, attitudes towards and satisfaction of the island.
On the whole, the answers of the respondents in respect to the sources used to obtain 
information about Santorini confirmed the main sources the literature identified. It 
was indicated that the most popular information sources among the whole group of 
respondents was their friendly environment (friends and family-60.4%); travel guides 
(40.6%); and the Internet (31.1%). Age was found to differentiate the sources people 
used; the younger age group considered their friends and family as the main source of 
information; the group of 25-44 was found to use all the sources available fairly 
equally; whereas people in the two older groups showed preference towards the more 
traditional sources.
Next, the activities of interest to the respondent were presented in the questionnaire 
according to the ones found through the literature review to be available on the island. 
Overall, the most popular activities were found to be the island’s beaches (79.2%), its 
archaeological/historic sites (69.8%), and the visits at the volcano (64.2%), followed 
by the visits to traditional villages (54.7%) and to Thirassia (48.1%). It should be 
noted that, apart from the island’s scenery which is extensively advertised but could 
not be placed between the island’s activities, those found as the most popular among
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the respondents overlap with the ones promoted more through the island’s distribution 
channels.
Furthermore, in order to investigate the views and images respondents had perceived 
and created before and after their visit to the island; the differences between these and 
finally; the overall attitudes that people obtained about the island, after they have 
stayed there for at least 2 days, 5 Hypotheses were tested with the employment of 
Independent Samples t-tests and a Paired-Samples t-test.
The first two hypotheses, which stated: ‘There is no significant difference between the 
pre-visit perceptions of males and females about the 13 attributes of the island and 
‘There is no significant difference between the after-visit perceptions of males and 
females about the 13 attributes of the island’, examined the same attributes of the 
island and how these were perceived by the respondents before and after their visit 
respectively. The overall responses to these two sets of questions showed that the 
sample as a whole had positive views before their visit, and even more positive about 
it after they had stayed on the island. The t-tests that were conducted showed that 
there was no significant difference between the views that males and females had 
before and after they visited the island. Therefore, although gender had been shown as 
a factor causing differentiation in other cases of this analysis, the images projected by 
the island’s distribution channels were found to be perceived similarly by both 
genders. The t-test of the after-visit images also generated no significant difference 
between the way males and females perceived the attributes of the island after they 
had experienced them. It should be noted that taking the attributes individually 
generated some significant difference in a few cases; however they were not enough 
to consider accepting the alternative hypotheses.
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The testing of the third hypothesis, ‘There is no significant difference between the 
perceptions of respondents about the 13 attributes of the island before and after their 
visit’, proved that there was a difference between the way the respondents had 
perceived the island’s attributes before and after their visit. This difference however 
indicated that people thought of the island in a more positive way than before they 
arrived.
According to the last two hypotheses: ‘There is no significant difference between the 
overall attitudes of respondents visiting Santorini for the first time and those who are 
on repeat visit’ and ‘There is no significant difference between the overall attitudes of 
respondents traveling independently and those traveling on packaged holidays , the 
respondents held very positive views about the island. Both first time and repeat 
visitors were found to be overall satisfied about the island, as the majority intended in 
making positive recommendations to friends and had thought of the island as better 
than their expectations. The repeat visitors were expected to be overall satisfied as 
they were aware of the destination and its attributes before their visit. The tested 
hypothesis of independent and packaged-holiday travelers revealed that the way of 
travel did not influence the attitudes people formed about the island overall, either.
6.3 Managerial Implications
Destinations are a complicated tourism product, which need constant management. 
Image, as it was shown from the literature plays a very important role in a 
destination’s attractiveness in the eyes of potential visitors and consumer behaviour 
adds to that. The application of the available literature to Santorini’s case resulted in
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conclusions that could be of further use to both general and the island s management. 
The research conducted for the purpose of this projected focused on a small island in 
Greece, but generated conclusions that applied general theoretical and academic issues 
to the specific case.
The majority of similar researches conducted around the image of destinations refer to 
countries or politically and economically independent islands. Santorini is not an 
independent island. So, all its operations are under the Greek Government’s 
supervision and therefore the resources available for the island’s tourism development 
and promotion are limited. However, the private sector’s efforts for the projection of 
the island’s image were brought into being fairly effective; as the participants of the 
research were found to have a similar to, what it was projected, view of the island. 
This only could be of use to management, as it shows that even small island 
destinations are able to create an image and project it with success to their target 
market.
Similarly to Santorini, a large number of islands in analogous situation in terms of 
their need for effective promotion and tourism development can be found in Greece, 
but also generally the Mediterranean. The managerial authorities of these islands 
could also benefit from the conclusions reached by the research. Despite the general 
travel consumer behaviour concept which implied that travelers’ perceptions, interests 
and expectations often differentiated according to gender, age, income and way of 
travel, income was the only significantly influential factor found in the case of 
Santorini. Therefore, as Santorini’s managerial authorities used common methods to 
reach potential visitors, it would be expected that the perceptions and images of other 
Mediterranean islands would be influenced by similar factors. The marketing and
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promotional approach adopted by Santorini could be used as a foundation for other 
Mediterranean islands, especially these of South Aegean as they appear to offer 
similar attributes. What should be the main objective of all destinations, especially 
islands due to the many alternatives, is to create a strong image that differentiates 
them from other islands, as well as distinct them from other destinations of the same 
country. In summary, having achieved that, destinations have the ability to build 
repeat visits and loyalty; achieve higher prices and differentiate themselves more 
easily from competitors (Cooper et al, 1998).
Apart from the contribution of this study to tourism destination management, a few 
points could be made, in relation to the marketing management of tourism in 
Santorini. Since the gender, times of visit on the island and way of travel indicated no 
significant differences in the perceptions of the respondents; the marketing and 
promotion of the island should be based in targeting people according to their income. 
It was seen through the research that the majority of visitors was medium to high 
income earners and was traveling independently. Therefore, for the island’s 
development and gradually lessening of packaged-holiday traveling towards the 
island, these markets should be targeted. Additionally, as the overall images that 
tourists perceive about the island are positive, the techniques used so far should be 
strengthened and not differentiated hugely.
Concluding, should these points made be used effectively and rationally by the 
managerial authorities, targeting the right market segments, destinations can achieve 
greater visits, increase of revenues and potential of further developments (Buhalis, 
2000; Cooper et al, 1998; Gretzel et al, 2000; Middleton, 2001).
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6.4 Limitations
The study was constrained by a number of limiting factors. To begin with, this being a 
university project faced a number of practical implications such as financial 
limitations (quality of material provided was constrained); lack of professionalism in 
questionnaire design, data gathering and analysis; and limited available time period of 
data collection.
What caused a number of difficulties was the fact that no previous similar research 
had ever been done for the island alone, and therefore the only secondary data that 
could be generated was general information about the island.
Furthermore, it was acknowledged by the researcher that the relatively small size of 
the sample (106 respondents) that was examined, in relation to the large numbers of 
tourists visiting the island, may have resulted in less reliable and accurate conclusions. 
It is supported that the larger the sample, the more balanced results will be obtained 
(McDaniel and Gates, 2002; Wright and Crimp, 2000). The fact that the sample was 
approached and examined in a two week period was also a possible factor to cause 
biased results, as it can not be assumed that the tourists’ characteristics, expectations 
and views of the island would be the same for all visitors who visit the island 
throughout the year or the tourist season.
Additionally, the sample size was constituted by international tourists, therefore often 
by non-native English speakers. This aroused two problems; a number of people could 
not participate to the survey as they were not English language-literate; but also those
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who could still misunderstand parts of the questions and therefore manipulate their 
answers due to the fact that English was still a foreign language to them.
Finally, there were a few cases of hotel managers who did not allow the distribution of 
questionnaires to their customers in case some felt disturbed from their activities by
this research.
6.5 Areas of further research
This study attempted to identify the factors that determine the destination choice of 
tourists in relation to their personal characteristics; determine whether there were 
differences between the perceptions of Santorini visitors had before and after their 
visit about the island; and finally identify the overall attitudes that they have created 
towards the island after their visit. As there were a number of limitations during this 
research, it would be suggested that future researches on the island’s image should 
consider conducting the research for a longer period of time, using a larger sample and 
employ professional assistance if possible.
Furthermore, this research could be lengthened by using the whole Cyclades or 
Aegean Islands group and how these are perceived by tourists. Such a research would 
give more detailed results as to the sources used by tourists in order to gather 
information about potential destinations, the factors that influence them in their final 
decisions and how these result in the perception of the islands’ specific attributes. The 
understanding of visitors’ characteristics and influential factors would be more 
accurate and generalised and therefore more useful for the managerial organisations if
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the island, but also the individual private business which wish to promote themselves 
internationally. The Greek government has followed a unified promotional strategy 
for the Cyclades group of islands. So, a research conducted for these islands, would 
assist in the more accurate segmentation of the tourism market and subsequently the 
better targeting of the desired tourism market by the local and national authorities.
Further suggestions would be to expand the island destination image concept to the 
whole Mediterranean and identify the similarities of the destinations, as perceived by 
tourists. However, it is felt that the first mentioned would be more feasible, not to 
mention extremely helpful for the Greek islands, locally and nationally.
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APPENDIX I
Keyser (2002) cataloged a destination’s stakeholders as followed:
- Tour operators and tourism establishments
- Tourism industry associations
- All levels of government
- Destination organisations
- Unions and employee organisations
- Communities
- Community-based organisations
- Professional societies
- Non-governmental organisations and non-profit associations
- Conservation councils and conservation groups
- Recreational groups
- Educational institutions
- Financial institutions and other business development and training 
organisations
- International organisations
- The media
- Tourists
APPENDIX II
Destination Development and Planning
The tourism industry is very often used by both developed and developing countries 
as a way to overcome economic problems or simply secure their economic growth 
(Font and Ahjem, 1999). ‘Increasingly, countries choose to develop and promote their 
resources in order to attract tourists’ (Font and Ahjem, 1999:73).
There are several factors that play an important role as to the structure of organisation 
a country will follow or adopt. Yet, these are very much dependent on whether the 
organisation is based on the government, on private organisations or on a joint effort 
of both. Each of these situations will vary according to which factors- mainly 
economic, social, environmental or political - influence the tourism planning and 
development (Bhatia, 1983 ; Pearce, 1981).
Font and Ahjem (1999) and Davidson and Maitland (1997) identified three categories 
of developers in the tourism industry: the voluntary and non -profit organisations, the 
governments and the private businesses. It should be pointed out that, each of these 
developers have different objectives when it comes to the tourism development of the 
country in question, affecting the overall outcome of the planning and development 
process.
Regardless of the different motives of operation, there have been several studies that 
have shown that the co-operation of both sectors, public and private, usually lead to 
the successful management of the tourism industry. Briefly, Brandshaug, 1996; 
Cooper et al (1998); Font & Ahjem (1999) and Holloway (1994), strongly believed
that the co-operation of these two sectors is the only way to have an effective tourist 
development. Brandshaug (1996:8) points out that ‘public/private partnership in 
tourism can be understood as essential in tourism planning and development at all 
geographical levels in tourism’. In addition. Palmer (1996) referred to the reduced 
uncertainty, the managed dependence, exchange efficiency and finally the social 
satisfaction that can be generated from the collaboration of the two sectors. 
Furthermore, Palmer (1996:58) continues by explaining that ‘the creation of 
collaborative tourism development companies allows a bridge to be developed 
between the bureaucratic production culture of local government and the marketing 
culture adopted by the private tourism sector’.
Most importantly though, the co-operation of the two sectors in ‘the tourism 
development brings benefits: new businesses and jobs, additional income, new 
technologies, greater environmental and cultural awareness and protection, improved 
infrastructure, and, if carefully planned and controlled, improved land use patterns’ 
(WTO, 1993: 6).
Nonetheless, there have been authors such as Andriotis (2002), who support that the 
private sector ‘is motivated by quick and easy profit’ (Andriotis, 2002:54) and 
disregard the environmental, social and cultural consequences of the uncontrolled 
tourism development. In addition, Lickovich et al (1991:67), support that ‘in many 
developing countries the private sectors will not have the experience, resources and 
possibly inclination to invest in tourism’.
‘Tourism development planning can take place at international, national and sub 
national levels ’(regional/local) (Cooper et al, 1998:207, Goeldner and Ritchie, 2003). 
In order for the private and the public sector to take action, a range of policies, 
regulations and strategies have to be put together, which will later be used to plan the 
tourism development of the destination at hand (Brandshaug, 1996; Cooper et al, 
1998; Gatty and Blalock, 1996).
Keyser (2002) identified three goals to be achieved through destination development, 
which Goeldner and Ritchie (2003:449) made more specific. Among others, 
according to them (Goeldner and Ritchie, 2003), destination development should aim 
at:
- Establishing a development program consistent with the cultural, social, and 
economic philosophy of the government and the people of the host country or 
area;
- Optimising visitor satisfaction.
The authorities of tourism destinations are found to use a variety of strategic methods 
for their tourism development, during their national tourism planning. Amongst them. 
Marketing Strategies were identified by Cooper et al (1998) as an important 
development tool.
Nevertheless, as this study will be referring to the case of the island of Santorini, the 
importance and use of regional and local planning should also be looked at. ‘Regional 
and local planning deals with specific issues that affect a sub-national area’ (Cooper 
et al, 1998:207). Due to the complexity of tourism, the national destination planning
cannot always be effective and functional for all regions within a destination; 
therefore the regional/local planning is often introduced (Brandshaug, 1996; Cooper 
et al, 1998). This is more specific and focused on the elements of each area, and 
although they might vary widely from region to region, they should not detract from 
the overall aims and objectives of the national plan (Brandshaug, 1996; Cooper et al, 
1998).
The tourism development planning process
‘Planning can ensure that tourist development has the ability to realise the advantages 
of tourism and reduce the disadvantages’ (Goeldner and Ritchie, 2003:442). Through a 
tourism development planning process, the organisations involved in the management 
destinations, are able to identify and analyse in depth the physical, legal, promotional, 
financial, economic, market, management, social and environmental aspects of their 
tourism destination area, as well as deliver the benefits of the tourism development 
(Brandshaug, 1996; Cooper et al, 1998; Goeldner and Ritchie, 2003). The stages of 
the process, see Figure, require a thorough understanding in order for each of them to 
be achieved and move to the next stage and finally the completion of the planning 
process (Cooper et al, 1998). Both Inskeep (1991:28, in Brandshaug, 1996:16) and 
Cooper approached the planning process similarly; however Cooper et al (1998) 
introduced an additional step in the process which focuses on the detection of possible 
information gaps in the research of data (step 4).
Overall, the process allows the planning authorities (public and private organisations) 
to identify their needs for development and strategic planning, their objectives for the
strategy as well as their need to identify existing examples similar or relating to their 
situation, or conducting surveys in order to produce new information (secondary and 
primary research) (Cooper et al, 1998; Goeldner and Ritchie, 2003). The analysis of 
this data will enable them to formulate the several plans and policies mentioned 
earlier (see main project), followed by possible recommendations for improvement. 
Finally and more importantly, once the stage of plan implementation is reached, the 
planning authorities will be already operating according to the policies set in previous 
stages (Cooper et al, 1998; Goeldner and Ritchie, 2003).
Still, the authorities will continuously have to monitor the development plan in order 
to distinguish anything undetected in previous stages and analyse the impacts of this 
to the existing development plan (Cooper et al, 1998). Very importantly, ‘good 
planning should eliminate problems and provide user satisfaction’ (Goeldner and 
Ritchie, 2003:443).
The tourism development planning process 
(Source: Cooper et al, 1998:209)
Monitoring and plan 
reformulation
Initial policy and plan 
formulation
Recommendations
Survey of 
existing data
Implementation
Setting of objectives or 
goals for the strategy
Implementation of new 
surveys
Analysis o f secondary 
and primary data
Study, recognition and 
preparation
APPENDIX III
Maslow’s Hierarchy of Needs 
Source: Solomon, 2002:109
Upper-Level Needs
SELF-ACTUALISATION
Self-Fulfillment, 
Enriching Experiences
EGO NEEDS
Prestige, Status, 
Accomplishment
BELONGINGNESS
Love, Friendship, 
Acceptance by others
SAFETY
Security, Shelter, 
Protection
PHYSIOLOGICAL
Water, Sleep, Food
Lower-Level Needs
APPENDIX V
University of Surrey
School o f Management
Dear Visitor,
This questionnaire is part of a university research. I am a student of the University of Surrey 
(United Kingdom); studying for a Master’s degree in Tourism Marketing and this research is 
part of my dissertation (final project).
The research is aiming in understanding how international visitors perceive Santorini before 
their visit, what are their expectations and finally how and if these perceptions and 
expectations are met during the visit.
This is not a commercial survey, your answers will remain strictly confidential and the 
results will be used for academic purposes only.
Please take 10 minutes and complete the following questions.
Yours sincerely.
Evangelia Papadea
Image of Santorini
I. ABOUT YOU
Please tick as appropriate:
1- Age:
18-24
25-44
45-64 D
65 and over D
2. Gender:
Male □  Female Q
3. Income: (in terms of your country’s standards) 
Low D
Medium 0
High D
4. What is your nationality?
5. What is your highest level of education?
Education up to primary level Q
Degree and above □
Other (please specify) r i
6. What is your current occupation?
Professional/Managerial U
Admin/Clerical D
Self-employed D
Student □
Housewife □
Retired □
Unemployed □
Other (please specify) □
7. What is your marital status? Single |—j Married/ with partner [—j Other q
n . ABOUT YOUR HOLIDAYS
8. In your opinion, how important are the following factors when choosing a holiday 
destination?
(please circle each attribute listed below on a scale of 1 (unimportant) to 5 (very important)
Learn about other cultures (Historical/archaeological sites/museums) 1 2 3 4 5
Cost of travel 1 2 3 4 5
Cost of living at the destination 1 2 3 4 5
Relaxation (beaches/ natural areas) 1 2 3 4 5
Safety 1 2 3 4 5
Climate 1 2 3 4 5
Variety of outdoor activities 1 2 3 4 5
Accessibility/Location 1 2 3 4 5
Nightlife/ entertainment facilities 1 2 3 4 5
Variety of accommodation 1 2 3 4 5
Variety of restaurants 1 2 3 4 5
Quality of promotion and advertising 1 2 3 4 5
Local transportation 1 2 3 4 5
Scenery 1 2 3 4 5
m. YOUR VIEWS OF SANTORINI AS A TOURIST DESTINATION 
Please tick as appropriate:
9. Is this your first time at Santorini? Yes □  No □
10. What is the purpose of your visit at Santorini?
Holidays □
Business □
Both □
Other □
11. Are you travelling: Independently D  On a package holiday D
12. Where does your knowledge about Santorini come from?
(please tick more than one if  appropriate)
Friends and Family □
My Travel Agent □
Travel Guides/Brochures □
Tourist offices/board □
Article/report in press □
TV programmes/films □
Advertisements □
The Internet □
Other (specify) □
13. Which of the following statements would describe your views about Santorini 
before your (first) visit? (Please tick in the space on each line below to show your closer feeling 
about the statements on the left and right. The space on the left would mean that your opinion is closest to the 
left statement; the space on the right would be the opposite. If you are uncertain, tick the space in the middle).
• Many tourist-------------------------------- ------ ------ ------ ------ Few tourist sites
sites to visit 1 2 3 4 5 to visit
• Interesting history_________________ ____ ____ ____ ____ Uninteresting history
/archaeology 1 2 3 4 5  /archaeology
• Interesting local______________ ____ ____ ____ ____ ____ Uninteresting local
culture 1 2 3  4 5  culture
• Variety of good Small variety o f good
restaurants 1 2 3 4 5  restaurants
• Low cost of life---------------------- ------ ------ ------ ------ ------ High cost of life
1 2  3 4  5
• Active nightlife----------------------------- ------ ------ ------ ------ Inactive nightlife
1 2  3 4  5
•  Satisfactory---------------------------------- ------ ------ ------ ------ Unsatisfactory
accommodations 1 2  3 4 5  accommodations
• Local people are______________ ____ ____ ____ ____ ____ Local people are
friendly 1 2 3 4 5  not friendly
e Shopping market--------------------------- ------ ------ ------ ------ Poor shopping
1 2  3 4  5 market
• Easy access--------------------------- ------ ------ ------ ------ ------ Difficult access
to the island 1 2  3 4 5  to the island
• Well taken-care---------------------- ------ ------ ------ ------ ------ Poor taken-care
beaches 1 2  3 4 5  beaches
• Offers a nice scenery--------------- ------ - — ----------- ------ ------ Offers an
1 2  3 4 5  unattractive scenery
• Efficient local------------------------ ------ ------ ------ ------ ------ Inefficient local
transportation system 1 2  3 4 5  transportation system
14. Please answer the same statements, this time according to your observations after 
visiting the island, (tick as in q.13)
Many tourist 
sites to visit
Interesting history 
/archaeology
Interesting local 
culture
Variety of good 
restaurants
Low cost o f life 
Active nightlife
Satisfactory
accommodations
Local people are 
friendly
Shopping market
Easy access 
to the island
Well taken-care 
beaches
Offers a nice scenery
Efficient local 
transportation system
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
Few tourist sites 
to visit
Uninteresting history 
/archaeology
Uninteresting local 
culture
Small variety of good 
restaurants
High cost of life 
Inactive nightlife
Unsatisfactory
accommodations
Local people are 
not friendly
Poor shopping 
market
Difficult access 
to the island
Poor taken-care 
beaches
Offers an
unattractive scenery
Inefficient local 
transportation system
15. In which of the following activities have you already participated at or you will in 
the near future during your visit on the island? (please tick more than one if  appropriate)
Conference/business event □ Various beaches of the island □
Lessons of local cuisine □ Visit to museums □
Visit to the volcano □ Sports/ water sports □
Wine tasting/making □ Visit to traditional villages □
Visit to historic sites □ Attend/have a wedding □
Visit to churches/other religious sites □ Other (please specify)
□
Visit to Thirassia □
16.1 was informed about these activities:
Before my visit D
After I arrived on the island D
Both D
17. Which would you say is the main reason of your visit at Santorini?
18. How likely is it that you would recommend this island to your friends?
Extremely Unlikely 1 2 3 4 5 6 7 Extremely Likely
19. Overall, how do you feel about the island?
Very Dissatisfied 1 2 3 4 5 6
Worse than my 1 2 3 4 5 6
Expectations
7 Very Satisfied
7 Better than my
Expectations
Thank you very much for your time!
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Table 1. Cross- tabulation of age with friends and family
A( Total
18-24 25-44 45-64 65-
Friends and 
family
Yes Count
% within friends 
and family
8
12,5%
26
40,6%
29
45,3%
1
1,6%
64
100,0%
% within age 72,7% 56,5% 64,4% 25,0% 60,4%
% of Total 7,5% 24,5% 27,4% ,9% 60,4%
No Count 3 20 16 3 42
% within friends 
and family 7,1% 47,6% 38,1% 7,1% 100,0%
% within age 27,3% 43,5% 35,6% 75,0% 39,6%
% of Total 2,8% 18,9% 15,1% 2,8% 39,6%
Total Count 11 46 45 4 106
% within friends 
and family 10,4% 43,4% 42,5% 3,8% 100,0%
% within age 100,0% 100,0% 100,0% 100,0% 100,0%
% of Total 10,4% 43,4% 42,5% 3,8% 100,0%
Table 2. Cross- tabulation of age with travel agent
Age
18-24 25-44 45-64 65- Total
Travel agent Yes Count 0 2 4 2 8
% within ,0% 25,0% 50,0% 25,0% 100,0%travel agent
% within age ,0% 4,3% 8,9% 50,0% 7,5%
% of Total ,0% 1,9% 3,8% 1,9% 7,5%
No Count 11 44 41 2 98
% within 
travel agent 11,2% 44,9% 41,8% 2,0% 100,0%
%  within age 100,0% 95,7% 91,1% 50,0% 92,5%
% of Total 10,4% 41,5% 38,7% 1,9% 92,5%
Total Count 11 46 45 4 106
% within 
travel agent 10,4% 43,4% 42,5% 3,8% 100,0%
% within age 100,0% 100,0% 100,0% 100,0% 100,0%
% of Total 10,4% 43,4% 42,5% 3,8% 100,0%
Table 3. Cross- tabulation of age and travel guides
Age Total
18-24 25-44 45-64 65-
Travel guides Yes Count 3 22 17 1 43
% within travel 
guides 7,0% 51,2% 39,5% 2,3% 100,0%
% within age 27,3% 47,8% 37,8% 25,0% 40,6%
% of Total 2,8% 20,8% 16,0% ,9% 40,6%
No Count 8 24 28 3 63
% within travel 
guides 12,7% 38,1% 44,4% 4,8%
100,0%
% within age 72,7% 52,2% 62,2% 75,0% 59,4%
% of Total 7,5% 22,6% 26,4% 2,8% 59,4%
Total Count 11 46 45 4 106
% within travel 
guides 10,4% 43,4% 42,5% 3,8% 100,0%
% within age 100,0% 100,0% 100,0% 100,0% 100,0%
% of Total 10,4% 43,4% 42,5% 3,8% 100,0%
Table 4. Cross-tabulation of age and tourist office/board
Age
18-24 25-44 45-64 65- Total
Tourist Yes Count 0 3 3 0 6
office/board % within
tourist ,0% 50,0% 50,0% ,0% 100,0%
office/board
% within age ,0% 6,5% 6,7% ,0% 5,7%
% of Total ,0% 2,8% 2,8% ,0% 5,7%
No Count 
% within
11 43 42 4 100
tourist 11,0% 43,0% 42,0% 4,0% 100,0%
office/board
% within age 100,0% 93,5% 93,3% 100,0% 94,3%
% of Total 10,4% 40,6% 39,6% 3,8% 94,3%
Total Count 
% within
11 46 45 4 106
tourist 10,4% 43,4% 42,5% 3,8% 100,0%
office/board
% within age 100,0% 100,0% 100,0% 100,0% 100,0%
% of Total 10,4% 43,4% 42,5% 3,8% 100,0%
Table 5. Cross4abulation of age and articles in press
Age
18-24 25-44 45-64 65- Total
Articles in Yes Count 2 8 6 1 17
press % within 
articles in 11,8% 47,1% 35,3% 5,9% 100,0%
press
% within age 18,2% 17,4% 13,3% 25,0% 16,0%
% of Total 1,9% 7,5% 5,7% ,9% 16,0%
No Count 9 38 39 3 89
% within 
articles in 10,1% 42,7% 43,8% 3,4% 100,0%
press
% within age 81,8% 82,6% 86,7% 75,0% 84,0%
% of Total 8,5% 35,8% 36,8% 2,8% 84,0%
Total Count 11 46 45 4 106
% within 
articles in 10,4% 43,4% 42,5% 3,8% 100,0%
press
% within age 100,0% 100,0% 100,0% 100,0% 100,0%
% of Total 10,4% 43,4% 42,5% 3,8% 100,0%
Table 6. Cross-tabulation of age and tv programmes
Age
18-24 25-44 45-64 65- Total
Tv programmes Yes Count 0 10 8 0 *
and films % within tv
programmes and ,0% 55,6% 44,4% ,0% 100,0
films
% within age ,0% 21,7% 17,8% ,0% 17,0
% of Total ,0% 9,4% 7,5% ,0% 17,0
No Count 
% within tv
11 36 37 4 (
programmes and 12,5% 40,9% 42,0% 4,5% 100,0
films
% within age 100,0% 78,3% 82,2% 100,0% 83,0
% of Total 10,4% 34,0% 34,9% 3,8% 83,0
Total Count 
% within tv
11 46 45 4 1(
programmes and 10,4% 43,4% 42,5% 3,8% 100,0
films
% within age 100,0% 100,0% 100,0% 100,0% 100,0
% of Total 10,4% 43,4% 42,5% 3,8% 100,0
Table 7. Cross-tabulation of age and advertisments
Age
18-24 25-44 45-64 65- Total
Advertisments Yes Count 0 4 3 0 7
% within 
advertisments ,0% 57,1% 42,9% ,0% 100,0%
% within age ,0% 8,7% 6,7% ,0% 6,6%
% of Total ,0% 3,8% 2,8% ,0% 6,6%
No Count 11 42 42 4 99
% within 
advertisments 11,1% 42,4% 42,4% 4,0% 100,0%
% within age 100,0% 91,3% 93,3% 100,0% 93,4%
% of Total 10,4% 39,6% 39,6% 3,8% 93,4%
Total Count 11 46 45 4 106
% within 
advertisments 10,4% 43,4% 42,5% 3,8% 100,0%
% within age 100,0% 100,0% 100,0% 100,0% 100,0%
% of Total 10,4% 43,4% 42,5% 3,8% 100,0%
Table 8. Cross-tabulation of age and internet
Internet Yes
No
Total
Count
% within 
internet 
% within 
age
% of Total
Count
% within 
internet 
% within 
age
% of Total
Count
% within 
internet 
% within 
age
% of Total
Age
Total18-24 25-44 45-64 65-
3 21 9 0 33
9,1% 63,6% 27,3% ,0% 100,0%
27,3% 45,7% 20,0% ,0% 31,1%
2,8% 19,8% 8,5% ,0% 31,1%
8 25 36 4 73
11,0% 34,2% 49,3% 5,5% 100,0%
72,7% 54,3% 80,0% 100,0% 68,9%
7,5% 23,6% 34,0% 3,8% 68,9%
11 46 45 4 106
10,4% 43,4% 42,5% 3,8% 100,0%
100,0% 100,0% 100,0% 100,0% 100,0%
10,4% 43,4% 42,5% 3,8% 100,0%
APPENDIX VII
Table 1. Cross-tabulation of gender and friends and family
Friends and family Total
Yes No
Gender Male Count 27 16 43
% of Total 25,5% 15,1% 40,6%
Female Count 37 26 63
% of Total 34,9% 24,5% 59,4%
Total Count 64 42 106
% of Total 60,4% 39,6% 100,0%
Table 2. Cross-tabulation of gender and travel agent
Travel agent Total
Yes No
Gender Male Count 1 42 43
% of Total ,9% 39,6% 40,6%
Female Count 7 56 63
% of Total 6,6% 52,8% 59,4%
Total Count 8 98 106
% of Total 7,5% 92,5% 100,0%
Table 3. Cross-tabulation gender * travel guides Crosstabulation
Travel guides Total
Yes No
Gender Male Count 16 27 43
% of Total 15,1% 25,5% 40,6%
Female Count 27 36 63
% of Total 25,5% 34,0% 59,4%
Total Count 43 63 106
% of Total 40,6% 59,4% 100,0%
Table 4. Cross-tabulation of gender and tourist office/board
Tourist office/board Total
Yes No
Gender Male Count 3 40 43
% of Total 2,8% 37,7% 40,6%
Female Count 3 60 63
% of Total 2,8% 56,6% 59,4%
Total Count 6 100 106
% of Total 5,7% 94,3% 100,0%
Table 5. Cross-tabulation of gender and articles in press
Articles in press Total
Yes No
Gender Male Count 4 39 43
% of Total 3,8% 36,8% 40,6%
Female Count 13 50 63
% of Total 12,3% 47,2% 59,4%
Total Count 17 89 106
% of Total 16,0% 84,0% 100,0%
Table 6. Cross-tabulation of gender and tv programmes and films
Tv programmes and 
films Total
Yes No
Gender Male Count 9 34 43
% of Total 8,5% 32,1% 40,6%
Female Count 9 54 63
% of Total 8,5% 50,9% 59,4%
Total Count 18 88 106
% of Total 17,0% 83,0% 100,0%
Table 7. Cross-tabulation of gender and advertisments
Advertisments Total
Yes No
Gender Male Count 2 41 43
% of Total 1,9% 38,7% 40,6%
Female Count 5 58 63
% of Total 4,7% 54,7% 59,4%
Total Count 7 99 106
% of Total 6,6% 93,4% 100,0%
Table 8. Cross-tabulation of gender and internet
Internet Total
Yes No
Gender Male Count 15 28 43
% of Total 14,2% 26,4% 40,6%
Female Count 18 45 63
% of Total 17,0% 42,5% 59,4%
Total Count 33 73 106
% of Total 31,1% 68,9% 100,0%
APPENDIX VIII
Paired-Samples t-test
Std. Std. Error
Mean N Deviation Mean
Pair 1 Local culture 2,22 106 1,078 ,105
Local culture2 2,07 106 1,063 ,103
Pair 2 Variety of restaurants 2,32 106 ,971 ,094
Variety of restaurants2 1,97 106 1,150 ,112
Pair 3 Cost of life 3,26 106 1,081 ,105
Cost of Iife2 3,25 106 1,212 ,118
Pair 4 Nightlife 2,70 106 1,071 ,104
Nightlife2 2,52 106 1,123 ,109
Pair 5 Accomodation 1,95 106 ,919 ,089
Accomodation2 1,75 106 1,076 ,105
Pair 6 Local friendliness 1,92 106 1,093 ,106
Local friendliness2 1,65 106 ,996 ,097
Pair? Shopping market 2,64 106 ,896 ,087
Shopping market2 2,38 106 ,990 ,096
Pair 8 Accessibility 2,46 106 1,172 ,114
Accessibility2 2,07 106 1,140 ,111
Pair 9 Care of beaches 2,38 106 1,046 ,102
Care of beaches2 2,17 106 1,100 ,107
Pair 10 Scenery 1,64 106 1,097 ,107
Scenery2 1,49 106 ,988 ,096
Pair 11 Local transportation 
system 2,60 106 ,923 ,090
Local transportation 
system2 2,21 106 1,049 ,102
Pair 12 Tourist sites to visit 2,65 106 1,122 ,109
Tourist sites to visit2 2,25 106 1,186 ,115
Pair 13 History/archaelogy 2,06 106 1,031 ,100
History/archaelogy2 1,92 106 1,093 ,106
